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50< per copy» J 8 per year 




1% of W-I-T-H's audience have incomes of $5,000 or more! 





W-I-T-H's audience 

by income groups 



jjust about everybody in the business knows 
m WITH has the biggest listening audience 
Baltimore City and Baltimore County. They 
low, too, that WITH provides the lowest 
*st-per-thousand listeners of any station in 
"ywn. 

But there's a lot of talk about the quality of 
lis audience. The A. C. Nielsen Company has 
•cently made a survey which shows the com- 
5sition of the listening audience for WITH and 
le other Baltimore station. The other station 

a powerful network outlet. 



Audience of 
Network Station A 

by income groups 

The upper group — families with incomes of 
$5,000 a year or more — make up 58°^ of the 
total WITH audience. Only 48% of the net- 
work's audience is in this group. In the middle 
group — incomes from 3 to 5 thousand dollars 
a year— WITH has 33^, the network 31 c ' c . 
In the lower group — under $3,000 a year — 
WITH has 9^, the network 15%. 

So don't worry about "prestige" when you're 
buying radio time in Baltimore. WITH gives 
you all the "prestige" you need. Ask your 
For joe man! 



-#7? Baltimore 




TOM TINSLEY, President 



REPRESENTED BY FORJOE & CO. 
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your package 
for Color tv? 
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ESSO STANDARD OIL COMPANY 
^Jra cl 'tlot ui ilij in the J^ubiic C^on^lcL 



ence 



F.sso prodiu is ;ih" taken loi granted by American motorists. 
It's tiic public's way ol expi essing complete confidence in I-.sso scm vie t* and products. In many 
lespcets, tliis is a high lonn ol tribute paid to Esso's men ol science. Petroleum scientists 
and skilled labovaioi y technicians, assisted by the most modem scientific equipment, search out 
the nnswcis to problem-free motoring and improved car pel lot mance. Havens & Martin, 
Inc., Stations have their specialists, too, devoted to turning ideas into sales lor advertisers 
on WW I IiG-\V( ,OI)-\V I YR. Programming research and \igoious imagination, tested by audientC 
reaction, have built up a large and responsive billowing throughout Virginia on Richmond's 
only complete broadcasting institution, W'MIiC UI, WCODFM and W'TVR-TY. 

Join with confidence the- First Stations ol Virginia for your 
advertising needs in one ol the- South's l ie best areas. 



PIONEER NBC OUTLETS FOR VIRGINIA'S FIRST MARKET 

WMBG am WCOD ™ WTVRtv 

MAXIMUM POWER 100,000 WATTS • MAXIMUM HEIGHT 1049 FEET 
W TVH K. pr, *. m. .l Naii.uuill? by III..MH TV, INC. 

wmik, it. i»r.>. ni. «i Njiihniiiii^ !»» rm: imi.uv; <:o. 




Industry braced 
against Congress 



FCC to look 
at fee tv plans 



NARTB unit hits 
'bait' pitches 



Schweppes adds 
spot radio 



Vitapix signs 
WCN-TV, others 



'Visual' item 
uses 95% radio 



Led by CBS president Frank Stanton, 27 CBS TV affiliates in 22 states 
last week promised fight to the finish on any Congressional move to 
adopt broadcasting recommendations submitted to Senate Commerce Com- 
mittee by Harold M. Plotkin, ex-committee counsel for Democrats. 
Affiliates said Plotkin proposals would jeopardize tv's "most popular 
live entertainment and public service programs. ..." Last Thursday 
Senate Commerce Committee's Republican counsel, former FCC commis- 
sioner Robert F. Jones, was to have turned in his report. (See story 
on Plotkin memo, page 29.) 

-SR- 

Even though FCC last week asked for comments on subscription televi- 
sion, that doesn't mean Commission will ever authorize any type of 
"toll tv" service. FCC asked for comments from anyone interested in 
subject, but first asked petitioners to explain why they believe FCC 
has legal authority to authorize and regulate subscription television. 
FCC turned down bids for case-to-case approval of fee tv systems. 
(SPONSOR asked various sources if there can be peaceful co-existence 
between subscription tv and commercial video; for reactions, see 
SPONSOR Asks, 7 February 1955, page 88.) 

- SR - 

NARTB' s Standards of Practice Committee last week adopted resolution 
unanimously condemning "bait & switch" advertising "as an ugly prac- 
tice." Committee chairman is Walter Wagstaff, KIDO, Boise. 

SR- 

Over 25% of Schweppes budget now goes into spot radio. Campaign built 
around bearded Commander Whitehead has been translated successfully 
from print to radio. Here's pattern: Schweppes attracts attention 
with 2 or 3 large newspaper ads, follows with 3 or 4 weeks of radio 
at frequency of 50 to 100 announcement s weekly. Radio tapers off 
during next 8 weeks to 20 or 30 weekly. Second radio barrage is 
usually 50% of intensity of first. Agency is Ogilvy, Benson & Mather. 

SR- 

Vitapix has completed Chicago affiliation agreement, elected 5 other 
outlets to membership. WGN-TV got membership for Chicago. Other new 
members: WXEL, Cleveland; WGBS-TV, Fort Lauderdale; WSPD-TV, Toledo 
(all 3 Storer stations); WGAL-TV, Lancaster; WMCT, Memphis. Vitapix 
membership now totals 57 — only 3 short of announced goal. Newest 
members of Board: George B. Storer Jr., Ed Hall, Clair McCollough. 

--SR- 

Glamorene is still "visual" product which likes radio (see article 
SPONSOR 15 November). In 1955 95% of firm's budget will be radio, 
including Godfrey morning show on CBS Radio and new spot radio cam- 
paign starting 21 February. Glamorene, a rug cleaner, will be sold 
via minute participations in women's shows on 200 stations. 
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KBS stations get 
1 4.3 rating avg. 



'Entertainment': 
$30,000 weekly 



Hoag-Blair to 
rep KFEL-TV 



Video tape 
to be tested 



Related st Ming 
radio plan 



New England 
radio survey 



Cuild buying 
W-B's shorts 



Average rating of 14.3 with 54% share of audience is what sponsors 
can expect Keystone Broadcasting System stations to deliver, based on 
survey made in small and medium-sised towns by large advertising 
agency for one of its clients. Agency hired research firm of Gould, 
Gleiss & Benn to make survey because national rating services didn't 
have large enough sample of KBS markets. In single-station markets 
(76% of 800-plus KBS outlets are only station in town), average rating 
was 19.1 with 68% share of audience. All survey stations were lo- 
cated within television area s. 

-SR- 

WABC-TV, New York, will spend more t han $30,000 weekly for its new 
"Entertainment" show, to debut next week. Program will run 2^ hours 
daily, 5 days weekly, will feature Tom Poston, Bob Carroll, Marion 
Colby, 12-piece Ray McKinley Orchestra, others. Four advertisers 
have signed so far for participations in show, to be aired 12:30-3:00 
p.m. They include Wise Potato Chips, Simplicity Patterns, Brown & 
Williamson (Raleigh), Chef-Boy-Ar-Dee . 

-SR- 

Hoag-Blair Inc. 's representation of KFEL-TV, Denver, signed recently, 
marks modification of firm's 5-month-old policy of representing me- 
dium to small-sised stations. KFEL-TV had been repped by Blair Tv ; 
it's now planned Blair Tv will rep stations in top 24 markets. Hoag- 
Blair will concentrate on those in 25th to 100th markets (with from 
100,000 to 350,000 tv sets in market). 

-SR- 

Installation of video tape recording equipment for field testing is 
under way at NBC, N.Y. Dr. E. W. Engstrom, executive v. p. of research 
and engineering for RCA, told SPONSOR testing will probably be com- 
pleted by fall ; equipment may be ready for tv market early in 1956, 
First stage will be to equip West Coast studios for purpose of re- 
placing present kine system. Competitor Bing Crosby Enterprises, 
Inc., claims it is ahead of RCA in developmental work, 

-SR- 

NBC radio 0&0 stations are due to unveil this week "RISE" — Related 
Items Sales Effect — to advertisers. Two different but related adver- 
tisers (soup and crackers, for instance) each buy announcement 
schedule at regular card rates. But by "selling" both products in 
each commercial, advertisers get double exposur e. 

-SR- 

Det erminat ion of radio stations to sell hard in 1955 evinced by action 
of 23 radio stations represented by Kettell-Carter , Boston. Stations 
voted to name committee to study possibilities of New England-wide 
audience survey. SPONSOR'S All-Media Evaluation Study suggested idea 
for survey to stations. 

-SR- 

Between 175 and 200 Warner Bros, motion picture short subjects may be 
bought by Guild Films Inc. , marking first time Warner Bros, has sold 
any of its theatrical product to television. Deal was to have been 
finalised last week, was made through William Morris Agency, 
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bird's-eye views 

of a 
,000,000,000 
prospect for you 



HARRI 





c^ r 'C' ■ :3| S& 




These five important metropolitan areas 
plus countless industrially rich cities and 
towns make this vast WGAL-TV market 
area a multi-billionaire prospect for your 
advertising dollar. Use WGAL-TV to reach 
three and a quarter million people with an 
effective buying income of $5 billion. 
Share in the almost $3 billion they spend 
for retail goods annually. 



- : 

. ~ Arm»tro*0 Cork ;£omparjy<il ■ 

Channel 8- Mighty Market Place 

Harrisburg 
York 
Hanover 
Gettysburg 
Chambersburg 





Waynesbara Mount Carmel 
Frederick Bloamsburg 
Westminster 
Carlisle 
Sunbury 
Martinsburg 



WGAL-TV 



Lancaster, Pa. 



NBC • CBS • DuMont 



STEINMAN STATION 

Clair McCollough, Pres. 
Representatives 

MEEKER TV, Inc. 



New York 
Los Angeles 



Chicago 
San Francisco 



advertisers use 
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ARTICLES 



DEPARTMENTS 



T7ic* I'lotkin }lemo 

Much talked of report to the Senate Commerce Committee proposes revolution 
in network operation, is the opening gun in what looks like radio-tv's year of 
probes. Here are the implications for admen 

Radio's in writ hi?/ im*n dvtnc Sadies to Slenderella 

Fast-growing slenderizing chain was an all-newspaper advertiser till it tested 
radio in October 1953. Now 50 f r of the budget goes to spot am. Male 
personalities on morning chatter and d.j. shows do the commercial honors 

■\re tv commercials yetting tal ent-luz y? 

The best commercial message in the world can go down the drain if it's de- 
livered by the wrong announcer, warns BBDO v. p. Art Bellaire. This is the 
third and final article in his series on creative laziness 

BAM bean results: sales rise as trade stocks 

First results of the tv test for B&M beans and brown bread show a sharp 
increase in sales of beans due to advance stocking by grocery trade; but 
brown bread moved ahead only slightly, needs consumer demand to force sales 

local radio rates: who should get them? 

A growing number of national advertisers are seeking to get local rates in 
their spot radio campaigns; many argue that the nature of their business war- 
rants such rates. Many feel this is a trend which might undermine the effec- 
tiveness of radio advertising 

Coke's new look 

Giant of the soft drink industry maintains $5,000,000 tv-radio budget, revamps 
long-standing copy approach to meet rising competition 

Shtmld !/ou redesign your packaye for color tv? 

Will your package show up to good advantage on color tv? If not, should it 
be redesigned? The consensus of the experts is "No" if you are otherwise 
satisfied with it. Here are tips on achieving top impact in color 

W hat admen think of direct mail front stations 

Direct mail has high casualty rate, must be visually attractive, brief and 
newsworthy to compete for busy adman's attention 



COMING 



i!>.».» sr>i>n:it si:ixi\c. section 

In this, its seventh annual summer selling section, SPONSOR presents solid 
reasons why advertisers may find it advantageous to use the hot weather air, 
on both the network and local levels 

BAH heans' tv test: Part III 

SPONSOR will continue to report the results of this single-market six-month 
tv test as they happen. Both bean and brown bread sales rose on first lap 
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49TH & MADISON 

TIMEBUYERS 

NEW & RENEW 

MR. SPONSOR, Emanuel Kotz 

SPONSOR BACKSTAGE 

SPONSOR ASKS 

TOP 20 TV FILM SHOWS 

P. S. 

AGENCY PROFILE, Myron L. Broun 

ROUND-UP 

TV RESULTS 

NEW TV STATIONS 

RADIO COMPARAGRAPH 

NEWSMAKERS 

SPONSOR SPEAKS 
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IRES UP FOR 



KTHS 

Ask Hoi, 



(LITTLE ROCK) 



jiA^HEN you use 50,000-watt KTHS (Basic CBS) 
you reach a tremendous lot more than the 
Little Rock Trading Area, You also cover 
thousands of farms — hundreds of Arkansas 
towns and hamlets . . * 

Take Ash Flat (Ark.) for example. A. F.'s popula- 
tion is only 265 souls — but you'd have to 
multiply that nearly 12,800 times to visu- 
alize the interference-free daytime coverage 
of KTHS! 

When you use radio in Arkansas, really use it! The 
Branham Company has all the facts. 



KTHS 



50,000 Watts 
CBS Radio 



Broadcasting from 

-ITTLE ROCK, ARKANSAS 

Represented by The Branham Co. 

Inder Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 



TOO! 



ASH FLAT- 



* 

LITTLE ROCK 



r 



► 



MO. 



OKI*. 




I S S I PPI 



LOUISIANA .„/ 



The Station KTHS daytime primary (0.5MV/M) area has 
a population of 1.002.758 people, ot whom over 100.000 
do not receive primary daytime service from any other 
radio station . . . Our interference-tree daytime coverage 
area has a population of 3.372,433. 





home... 



more radios ore tuned to KSDO thon 
any other station . . . HOOPER. 




n cars... 



more radios are tuned to KSDO than 
any other station . . PULSE. 




utdoors... 



more radios ore tuned to KSDO thon 
any other station. 

Let us show you why KSDO is your 
best buy in Son Diego. 




Representatives 
John E Pearson Co — New York 
Chicago — Dallas — Minneapolis 
Daren McCavrcn — San Francisco 
Walt Lake — Los Angeles 
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by Bob Foreman 

\'t*t>dt>d: tlata on hnw show aiivcts commercial 

In the media department of every advertising agency are 
men and women to whom it is second nature to select publi- 
cations* with editorial climate that is appropriate to whatever 
product is under consideration. These folks daily see to it 
that the chemise ads don't get into Sports Illustrated and 
the razor blade copy is kept out of Mademoiselle. 

Some of their problem:- in media .-election, however, are 
a bit more abstruse. They may for one good reason or an- 
other pick this book with a dual audience or that one with 
specific youth appeal or another for its particular income 
group or still another for the editorial content of a certain 
section. Reasons such as these make the mere factor of the 
eost-of-reaching readers less than the only criterion in media 
selection. In fact, in many cases a higher priced medium 
(lower in circulation) gets the order over the bigger books. 

This lengthy preface may ,-eem irrelevant to a magazine 
titled sponsor but it was elaborated upon simply because I 
w r ish to point out that what is definitely second nature to 
print buyers is far from the order of the day with buyers of 
programing. Which, in my opinion, is far from right. 

One of the causes for so little (if any) consideration be- 
ing expended on fitting the type of show to the type of 
product sponsoring the epic is that we in broadcast media 
have practically no statistical data upon which to base our 
decisions. Thus we must fly by the seat of our pants. Or by 
what we hope the Chairman of the Hoard and/or his wife like. 

To my knowledge only the sketchiest of research has been 
devoted to the subject of what programs have what effect on 
what commercials - . In mj own lumbering way. I've tried, and. 
I must admit, without tangible results, to fashion some kind 
of test to determine, for example, if a food product spotted 
within a whodunit docs as well as the same middle commer- 
cial might do. centered, say. within a situation comedy. And 
I'd like to know if the more melodramatic programs in an 
anthology series do any appreciable harm (or good) to the 
copy thev surround. 

Certaiul) tin* two highly gripping media of radio and tv 
must olfer some range of values to an advertiser, apart from 
1 1'lcasv turn to j)agc 60) 
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proudly hoists its fe Cort i™ 

CONTINUING *' 
DOMINANCE j 



In 30 County Area 

PULSE* reveals 
49 of top 50 shows 

are on WKY-TV 

•Nov. '54 



In Oklahoma City 

PULSE* reveals 
43 of top 50 shows 

are on WKY-TV 

•Oct. M4, '54 



In Oklahoma City 

HOOPER* reveals 
48 of top 50 shows 

are on WKY-TV 

•Oel. 13-19, '54 



48 of 



top 




In Oklahoma City 

ARB* reveals 



are on WKY-TV 
•Oct. 21-27, '54 



The Nat iWs FIRSJ COLOR TV STATION 



to cover the 

SAN FRANCISCO 

Bay area... 



n 



f X 





. . . use one of 
A merica's 2 
GREAT independents! 

KYA 

The Personality Station 
. . . 1260 k. e. 



NEW YORK OFFICE: 



John, iinrrji, 2X II'. ftlh SI. 
JiJi'yiint 9(1000 



CHICAGO OFFICE: 




Hi Ml 




SPONSOR invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



RADIO-TV ADS 

^ our fine publication has come 
through again! 

^ oiir recent article and surve\ on 
trade paper advertising has proved 
most interesting, and vou can be sine 
that evervoue in our organization as 



w el 



the 



lia> 



tlior 



oin 



t'ti ttnjr, Clark, 31c X. M ich it/an 
JtAttrlolph G0712 



read both of t he articles, **\\ hat tinie- 
buvers want in radio-tv ads" [13 De- 
cember 1U51|; "What agency and cli- 
ent readers want in radio-t\ ads' [27 
December 1954). 

Perhaps because \\c came through 
with living colors, we think it is a 
great series, but at am rale, your staff 
deserves a gold star for their work. 

Marion \nnf;nukkg 
Promotion Director, Ii "DSV-TI 
\ PW Orleans 



4 A s RECOMMENDATIONS 

We. at WOK WOR-T\. feel that 
the Committee on Broadcast Media 
for the A. \. \.A. did a great job and 
thev ha\e made a big step in the right 
direction. W hat lhe\ >u«<>est is good 
for the ad\ertiser and what is good 
for the advertiser is good for the agen- 
<v and the advertising medium, 

W c wish that thev had made a fur- 
ther step. Whenever the recommenda- 
tions sav these piactices "should not 
or "shall not" obtain, whv not make 
them "will nof? 

I would like to suggest a case in 
point. It alwavs lakes two parties to 
make an argument, a sale, a marriage, 
a divorce and it lakes two parties to 
consummate bad practices a> well as 
good practices. K\en as the 1 A s re- 
port found its v\av to uiv desk, so did 
a notation from one of our salesmen 
observing that one of the largest agen- 
cies in the citv had just called a meet- 
ing of station representatives and \ev\ 
^ oik station salesmen to request "spe- 
cial" merchandising to approximate 
o.OOO pieces of mail four times dur- 
ing the course of the campaign, A 
quick pencil >lmws that in our ease 



to cover the 

NEW YORK 

Metropolitan area... 

«. r 



I 




. . . use one of 
America's 2 
G R E AT indepen den ts! 

WINS 



■ ■ii it 1 1 1 in i ii 1 1 1 ii i 



Mimil 



] 



50,000 watts . . . 

. . . 24 houi's a day 



SAN FRANCISCO OFFICE; 

Clinch Christ ianmti, Hotel Fairmount 
DOuglax 2 253a 

CHICAGO OFFICE: 

Crorflc Clark, 310 X. Michigan 
RAndolph 0-0712 
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January 1955 TELEPULSE* proves KLZ-TV is 

Overwhelmingly FIRST.. . morning — afternoon — night . . . has 

more weekday viewers than all other Denver television stations combined. 




KLZ-TV has more competitive quarter-hour firsts — more half-hour program firsts- 
more full-hour program firsts — than all other Denver stations combined . . . And . 



8 of the top 15 shows 

7 of the top 10 multiweekly shows 

All of the first 5 syndicated 
film shows 



Highest-rated news, weather, and 
sports shows 

Highest-rated multiweekly kids' 
program (yes, KLZ-TV-produced) 



The January ARB** gives KLZ-TV the long edge, too... FIRST, sign-on till noon 
FIRST, noon till 6 pm — FIRST, 6 till TO pm . . . most competitive quarter-hour firsts 
most half-hour program FIRSTS — most full-hour program FIRSTS. 



Any Way You LOOK at it, Channel 7 
is Denver's Best Television Buy! 



Take advantage of KLZ-TV's undisputed audience leadership 

BUY KLZ-TV 

Call a KATZ man or KLZ Television Sales Today. 

'TELEPULSE— "AMERICAN RESEARCH BUREAU — nalionolly recognized broodcosl- audience research services. 



Wepre&enled nationally by The K'alx Agem 



KL 




TV *W 

ChanneP^V 



Denver's Most Popular Television Station 
CBS TELEVISION NETWOR 

Denver's Highest-Powered Television Station 



DENVER 



AFFILIATED 



WITH KLZ RADIO 



21 FEBRUARY 1955 
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This merchandising is the MOST./ '' 



t lie station \\a- being a>ked to spend 
"Vvflc of t lie <rn»s <o>t of the cam- 
paign, after agency commission, for 
this "special" merchandising. Enough 
of these requests and we must raise 
our rates another T 1 ^'*^. or cut the 
0111 <>f t'osl ol programing or 
other costs of doing husiness. If we 
do it, we are not being fair to all of 
the rest of our advertisers. If we don't 
do it, we ma\ his ethe business. I 
hope that the big agency in question 
a member of the A. A. A. A. — reads 
the excellent report b\ the Committee 
on Broadcast Media for the A. A. A. A. 

GohdOiN Grwi 

Vice /'resident 

General Tcleradio. Inc. 

WOR.WOR-TV. Sew York 



9 Mr. Cray's lettrr n frr> t« thr 4 A\ recom- 
mendations to afii'ni'ii-H on their relationships with 
broadcaster*!. < Se«* SI'ONSOH 2 1 January and 7 
February.) F»*r a Mat* meiit tliU is^ur Iiy 4 A*b 
Frr«I CamMe on thr subject of whither thr 4 A*i 
ran "cnforrr" it* rrroiumrmlations m - <* pacr 39. 



"Alan, this is a real cool promotion! When KATY 
doos something . . . it's big!" 

"Son, it's bigger than big! KATY is really on the 
ball when it conies to merchandising an advertiser's 
product . . . dealer aids, display material, reminders, 
letters, etc. . . . they flood 'em!" 

"KATY merchandising programs are handled by 
real promotion people . . . no part-time squares' . 
hey) merchandisers only!" 

"Alan, you're in . . . when yon advertise with KATY. 
Yon get the most, because KATY's got the most!" 



For the most in Arkansas s<-e : 
BRUCE B. COMPTON 
National Sales Mgr. 



KATV 



For the most in Arkansas see: 
AVERY-KNODEL. INC. 
National Reps 




Channel 7 

Studios in Pine Bluff & Little Rock 
John Fugate, Manager 

620 Beech Street 
Little Rock, Arkansas 



TOAST TO RADIO 

Your comment on the recent t\ show 
"Toast of the Town' tribute (?l to 
radio seems to me to be somewhat 
different from the opinions of other 
critics who found the program ren- 
dered a disservice to radio. 1 can un- 
derstand how yon might favorably 
judge its effects in terms of "publicity" 
for one medium carried in another 
medium. 

As you point out, it would have been 
better if the program had glanced 
slightly toward the future. But can't 
you put it stronger than that? How 
about suggesting that in planning such 
a program the writers at least take a 
look at the last five years in radio, 
and even sliglith consider what's go- 
ing on today? 

There are radio personalities today 
playing to larger audiences than ever 
before. They are playing closer to 
these audiences in cities from coast-to- 
coast, in even field of entertainment, 
information, and public *er\>ee. Hn ho 
is emerging as the "newest" medium 
for reaching out to everyone — -every- 
where. 

From where I sit. I can't believe ra- 
dio is about to fold. Maybe I'm living 
in a dream world- but please "Say 
it isn't so.'' 

Frank Woodiutk 

Director of Radio fro/notion and 

Research 
Free i\> Peters. Sew ) ark 
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ETRJEC f 



Television and the Iowa farmer : 



More than half of Central Iowa's farm TV families 
have owned their television sets longer than two 
years, establishing them as key members of the WOI 






TC TEL 




v 



± 



DUO 



EwTe 



LAUGHS with emcee Tom 
Poston, comedy "find" 
and an overnight sensa- 
tion in the new Broadway 
hit "The Grand Prize." 



K 



SINGING AND DANCING 

by charmer Marion Col- 
by, who was featured in 
Broadway's "The Pajama 
Game " Plus more stars 
every day! 





i 




SONGS by Bob Carroll, 
MOM recording star, 
equally good on the 
pianoand guitar. Dances, 
too. Verv talented fellow. 




MUSIC by Ray MeKinley 
and an orchestra with 
such "hep" people as 
Billy Butterfield. Tommy 
Howard. Bobby Christian. 






rting next Monday, February 28th, at 12:30 P.M., 
iBC-TV upsets all the traditions of daytime TV and 
Iroduces a new show with new talent and a great 
y idea. The idea is that in the daytime, no less than 
light, people watch television for fun and entertain- 
kt So we're giving them fun and entertainment . . . 
J) minutes of it every day ... in a cheerful, tuneful, 
2nt-full show called, of course, Entertainment, a 2V2- 



hour extravaganza with all the excitement and glamour 
and variety of big night-time TV. In fact, we're so 
hipped on this fun idea, we're building our whole day- 
time schedule around it. No more chitchat, no more 
interviews, no more cooking classes. We're introducing 
a new fun-filled line-up of solid entertainment . . . espe- 
cially Entertainment. We're sure a dandy time will be 
had by all, and most of all by the participating sponsors! 



ABC-TV 



CHANNEL 7 in NEW YORK 




HERE'S CONCRETE 
EVIDENCE 

Tico questions before the bar 
of advertiser opinion : 

1. Can radio sell a semi-industrial 
product in Southern California? 

2. Can it reach men in mid-day? 

Associated Products of Puente, dis- 
tributors of Sakrete readymix con- 
crete products, answer YES on 
both counts with a pen dipped in 
dollar signs. 

Sakrete signed the KBIC noon-hour 
five-minute news last spring, re- 
newed it for 1955 — as its sole con- 
sumer advertising. 

This contented client also honored 
*KBIG News Director Larry Berrill 
with a Concrete Sales Award . . . 
two tickets to the Rose Bowl! 

Any KBIC or Robert Meeker ac- 
count executive will show you a 
glowing Sakrete letter, detailing how 
the Catalina Station's lowest-cost 
coverage of all Southern California 
cements relations with dealer and 
consumer alike. 



•The last two years, The Radio-Television News 

Club of Southern California Award for the 

Best Independent Station News Operation has 

been won by KBIC. 







JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 



Javli JL. Matthvws. director oj media, Clinton 
E. Frank, Chicago, says that time buying has 
become more creative in the recent past. "It wasn't 
too long ago that time was bought principally on 
the basis of a millivolt map and a knowledge oj 
the station's policy. The pendulum has been swing- 
ing in the other direction, whereby the rating oj a 
given spot is the sole consideration. Neither ex- 
treme is healthy," says Jack. He jeels that the two 
views should be merged along with greater knowl- 
edge on the part oj the buyer oj the client's sales 
objectives, his market and competition. "To do a 
good job a buyer must know the client's objectives, 
as well as the station's coverage, specific audience- — 
age, sex. race and income geographical consid- 
erations, such as city versus rural; and taleiU 
appeal oj the programing or adjacencies." 



ftubi/ .So How. Friend & Riess. Xew York, feels 
that part oj radio's future depends upon intelli- 
gent "pinpointing oj audiences and times." Her Toy 
Guidance Council account is cited as an example. 
An all-tv client last year. TCC is planning to add 
a 13-week radio campaign jor a special Christinas 
promotion starting in November. TGC will be 
using 13 \5-minute transcribed i>rograms to reach 
radio audiences in some 20 markets. "Another 
example oj sjie.cialized use oj radio." adds Ruby, 
"is Lafayette Radio's continuous cani])aign over 
IIQAR, New York. This client wants to appeal to 
a specialized audience— the hi-fi lover, the musical 
connoisseur. ff'Q.XR delivers just such an audi- 
ence. Lafayette Radio uses a schedule of six an- 
nouncements weekly, usually between 8:00 and 9:00 
p.m., in order to reach these people at dinner." 



J I'd ttne Solan. V. If. Aver, \ew ) ork, knows 
both sides oj the coin: Formerly with a station rep, 
she's now buying time. "/ think this pirint can't 
be overemphasized the more information a time- 
buyer is able to give a rep, the better job he can do 
when submitting availabilities." Jeanne told sponsok. 
She adds that the rep has a responsibility to buy- 
ers, lie should, tor example, offer improved 
schedules to a client as soon as the opportunity 
occurs, and before the bmer requests them. "It's 
much easier to recommend a change in schedule 
before the client discovers a droj) in ratings or un- 
favorable adjacencies <.nd starts screaming. In other 
words, the rc/j.s should watch their schedules as 
closely as the buyers do, and the only way they can 
do that is if the bmer informs them adequately 
about resnlts or changes in client plans." 
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SPONSOR 



KNORR BROADCASTING CORPORATION 



Ztfe£come4~ 



SAGINAW, MICHIGAN 

to its T^K/e^-T&q&eeC family 



Now! iff* Powerful 
Voices in the Mighty 
Michigan Market! 




DEARBORN 
and DETROIT 

FLINT, 
MICHIGAN 

JACKSON, 
MICHIGAN 

SAGINAW, 
MICHIGAN 



Gosh! Are we proud! Our big new bundle of 
joy raises its husky voice to a whole new audi- 
ence in the rich Michigan market and puts a 
terrific radio bargain right in the palm of your 
hand! Now you can buy two or more Knorr 
stations and earn a 10% reduction in price! 



Represented By Headley-Reed 




You Buy Michigan's Biggest Buying Power Through 

KNORR BnjmteMmc[ CORP. 




Basic CBS Television 




in Cleveland 



(starting March 2) 



Maximum power— 31G, 000 watts ERP - with grea 
Grarle-A coverage than any other Cleveland station. 

a Storer Station — which 
means the finest in 
programming and service. , T% , 

It's a triple combination you can't beat 
for selling results in the 4 billion dollar 
Greater Cleveland market! 




Channel 8 

now Basic CBS Television Network WW Cleveland 



WXEL 



Represented nationally by the Katz Agency 



New and renew 

% 



21 



1. New on Television Networks 



SPONSOR 



Corn Products Refining, NY 
California Packing, SF (Del Monte) 
California Packing, SF (Del Monte) 
California Packing, SF (Del Monte) 
Falstaff Brewing, St Louis 
Heinz Foods, Pittsburgh 
Lchn & Fink, NY 
Revlon Products, NY 



AGENCY 



C. L. Miller, NY 

McCann-Erickson, LA 

McCann-Erickson, LA 

McCann-Erickson, LA 

Dancer- Fitzgerald-Sample, 
NY 

Maxon, Dct 
McCann-Erickson, NY 
SSCB, NY 



STATIONS 



CBS 84 
NBC 86 
NBC 91 
NBC 45 
CBS 74 
NBC 65 
CBS 73 
CBS 80 



PROGRAM, time, start, duration 

Robert Q. Lewis Show; W 2-2:15 pm; 23 Feb; 52 
wks 

Today; 3 partic M-F 7-9 am; EST & CST; 8-9 am 

PST; 18 Feb; 26 wks 
Home; 3 partic M-F 11-12 noon. EST; 17 Feb; 

26 wks 

Tonight; 3 partic M-F 11:30 pm-1 am EST 18 
Feb; 26 wks 

Baseball Came of the Week; Sat 1:55; 2 April; 
26 games 

Captain Gallant of the Foreign Legion; Sun 5:30- 

6 pm; 13 Feb; 52 wks 
Reruns of I Love Lucy; Sun 6-6:30 pm; 17 April; 

37 wks 

Public Defender; Th 10-10:30 pm; 10 March; 52 
wks 



2. Renewed on Television Networks 



SPONSOR 



AGENCY 



Bristol-Myers, NY 

Cold Seal, Bismarck, N. D. 
Nash-Kelvinator, Det 



Y&R, NY 

Campbell-Mithun, Minnpls 
Ceyer Adv, Det 



STATIONS 



CBS 89 

CBS 93 
CBS 68 



PROGRAM, time, start, duration 



Stage 7 (Your Favorite Playhouse); Sun 9:30-10 

pm; 3 fan; 52 wks 
)o Stafford Show; T 7:45-8 pm; 1 Feb; 17 wks 
Danger; alt T 10-10:30 pm; 15 Mar; 52 wks 



3. Advertising Agency Personnel Changes 



NAME 



William T. Adams 
Raymond E. Banks 
Donald A. Breyer 
Dean L. Burdlck 
Richard M. Carver 
Winslow H. Case 
W. Howard Chase 
Robert J. Clarke 
Cuild Copeland 
Elliott Davies 
Joe Derby 
Frank Egan 
H. M. Feine 

Michael S. Freeman 
Helen Haberman 
Alan Harvey 
Harold H. Jaeger 
jack Kaduson 
William W. Kight 
Arthur Kulman 
Wallace O. Laub 
Robert A. MacCill 
Robert C. Love 
lames S. Little 
Harvey Mann 
lames W. McCandless 
Toby A. Miller 
Frederick N. Polangin 
Harold A. Polonus 

Stephen W. Pozgay 
William D. Shambroom 
Arnold C. Shaw 
lames C. Shelby 
Edward Sherry 
Wm. Philip Smith 
Ceorge W. Stokes 



FORMER AFFILIATION 



JWT, LA, dir of copy & prod 

Western Adv, Seattle, acct exec 

I'oyle, Dane, Bernbach Adv, LA, vp 

McAdams, NY, vp 

This Week Mag, Chi, sis stf 

Cunningham & Walsh, NY, gen creative wk 

Selvage, Lee & Chase, NY, partner 

Ceyer Adv, NY, space art dir 

Biow-Bcirn-Toigo, NY, creative dept copy group hd 

Kroger & Ceneral Dept Stores 

NBC, NY, trade editor 

D. P. Brother, NY, office mgr 

Julian Cross Adv, Hartford, vp 

Own consulting scrv, Boston 
McAdams, NY, vp 

Ceyer Adv, NY, vp & gen mgr 

Roy S. Durstine, NY, acct exec 

Kight Adv, Columbus, vp 

KOL, Seattle, sis & sis prom supvr 

Turco Prods, LA, asst adv mgr 

Fuller & Smith & Ross, acct exec 

R. T. Harris Arv, Salt Lake City, r-dir, acct exec 

Cecil & Presbrcy, NY, acct supvr 

Weiss & Ccller, Chi 

Dodge News Bureau, dir 

Edwards Adv, LA, gen mgr 

Fuller & Smith & Ross, NY, acct supvr 

Sciberling Rubber, Akron, pub rel mgr 

WTVP-TV, Decatur, III, gen mgr 
Flo-Ball Pen, NY, gen mgr 
Clenn Adv, Ft. Worth, vp 
McCann-Erickson, Chi, acct exec 
Biow-Beirn-Toigo, NY, creative copy hd 
Charles W. Hoyt, NY, dir of r-tv 
MacFarland & Aveyard, Chi, acct exec 



NEW AFFILIATION 



Hixson & Jorgenson, LA, vp & creative hd 
Wade Adv, Hollywood, copy dept 
Fairfax Adv, Hollywood, vp 

Same, exec vp 

Earle Ludgin, Chi, acct mgmt stf 
Ceyer Adv, NY, vp 
McCann-Erickson, NY, vp & gen exec 
Same, tv art dir 
Same, also vp 

Rutledge & Lilienfeld, St. Louis, mdsg exec 

Y&R, NY, r-tv publ dept 

Same, vp in chg NY office activities 

Wilson, Haight, Welch & Crover, Hartford, dir of copy 

& pub rel 
James Thomas Chirurg, acct mgr 
Same, sr vp & sec 

Beckman, Hamilton & Assoc, r-tv dir 
Warwick & Legler, NY, vp & gen exec 
Same, also vp 
Same, prcs 

Blitz Adv, Seattle, mgr 
Abbot Kimball. LA, acct exec 
Keeling Co., Ind, vp & creative, dir 
Same, vp 

Cunningham & Walsh, NY, acct exec 

H. W Kastor & Sons, Adv, Chi, media dir 

Crant Adv, Chi, vp 

Beckman, Hamilton, & Assoc, LA, gen mgr 
Ted Bates, NY, acct exec 

Ketchum, MacLeod & Crove, Pittsburgh, pub rel acct 
depr 

Biddle Adv, Bloomington, III, acct exec & tv dir 

Emil Mogul, NY, acct service stf 

Same, Houston, mgr 

MacFarland Aveyard, Chi, vp & tv dir 

Same, also vp 

Same, also vp 

Same, vp 



• In next issue: New and Renewed on Radio Networks, National Broadcast Sales 
Executives, Neto Agency Appointments, New Firms, New Offices, Changes of Address 

21 FEBRUARY 1955 
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New and, renew 



3. Advertising Agency Personnel Changes (cont'd) 



NAME 



William E. 
Robinson '.41 




Judith Tattcrsall 
Linus Travcrs 

Herminio Traviesas 
lames M. Trayhern 
William D. Thompson 
D. Van Valkenburgh 

Robert (. Wallace 
|ohn Jay Wiley 
Robert Wintcrnitz 
Robert E. Wright 



FORMER AFFILIATION 

Brooke, Smith, French & Dorrancc, NY, admin stf 
Yankee Network, Boston, exec vp & gen mgr 

BBDO. acct exec 

WHAM-TV, Rochester, prod dir 

Y&R, NY, acct exec 

Albany Times Union sis prom mgr 

Biow Co. 

Ruthrauff & Ryan, SF 

Winternitz Adv, NY, hd 

|. H, Kennedy Adv, Chi, acct exec 



NEW AFFILIATION 



Same client contact stf 

John C. Dowd, Boston & Dowd, Rcdeld & joh 

NY, exec asst 
Same, also vp 

Charles L. Rumrill, Rochester,, dir of r-tv 
Same, vp & acct supvr 

Coldman & Walter Adv, Albany, acct exec & en 
dir 

Benton & Bowles, NY, acct exec 
Roy S. Durstine, SF, acct exec 
JWT, NY, acct rep 

Roberts. Mac-Avinchc & Scnne Adv, Chi vp 



Arnold C, 

Shaw (3) «f *? 




4. Sponsor Personnel Changes 



Guild 

Copeland <3) 




H. B. 

Nicnolson i4) 




Winslow H. 
Case (3) 




|ohn |. 
Stccvcs (4) 



NAME 



FORMER AFFILIATION 



E. H. Andrcson 
Robert L. Aste 
Ernest R. Breech 
Henry Callahan 
Thomas S. Carroll 
|ohn C Cornelius 
Joseph F. Cullman III 
Charles N. Crittenton 
Eldon E. Fox 
Irving H. Granichcr 
H. Milton Curwitz 
Walter L. Hedin 
A. Z. Kouri 
Andrew C. Kunkel 
Alan B. Miller. |r. 
H. B. Nicholson 
Ernest Charles Parizcau 
M. J. Ragir 
M. A. Kcilly 
Lynn E. Richardson 
William E. Robinson 
William B. Smith 
Sam H. Senders 
John J. Stccves 
Wynn T. Sullivan 

Harold L. Suttle 
J. Ken Verden 
Edward H. Weitzcn 



General Mills, Minnpls, dir of grocery prods sis 

Griffin Mfg, 8klyn, exec vp 

Ford Motor, Dct, exec vp 

Lord & Taylor. NY, window disolay dir 

General Foods (Swansdown Divl, jersey City 

BBDO, exec vp in chg of Western offices 

Philip Morris, NY, vp 

Lever Bros (Pcpsodcnt Divl, NY, gen sis mgr 

Minnpls- Honeywell Regulator, Minnpls, adv mgr 

California Packing, LA, vp & gen sis mgr 

Melrose Distr (Schcniey Ind Div), NY, nat'l sis prom mgr 

Borden's, Chi, asst gen sis mgr 

Cencral Mills, Minnpls, Crocery Prods Div. dir of opers 
Brcyer, Phi ia sis mgr 

Weiss & Ccllcr, Chi, creative dir, Toni acct 

Coca-Cola Co, NY, pres 

Simmons, NY, purch agent 

Ekco Prods, NY, district sis mgr 

Lipton, Hobokcn, vp in chg of sis 

Auloyrc, Oakvillc, Conn, sis & adv dept 

Robinson-Hannagan, NY, chmn of the bd 

Lipton, Hobokcn, dir of adv 

Piggly Wiggly, LA, adv & sis prom mgr 

Lee, Ltd, NY, vp in chg sis 

Heyl & Patterson. Pittsburgh, adv mgr 

Lipton. Hobokcn, gen sis mgr 

Armour Soap Div. Chi, brand mgr 

Bulova, Flushing, vp & dir & pres of res labs 



NEW AFFILIATION 



Same, vp 
Same, pres 

Same, chmn of the bd 

Schcniey Industries, NY, visual sis consultant 
Colgate-Palmolive, Nj, brand adv mgr 
Rexall Drug Co, LA, dir 
Same, exec vp 

William H. Wcintraub, NY, acct & mdsg exec 
Same, dir of adv & sis prom 
Same, dir of sis 

Jacob Ruppcrr Brewery, NY, sis prom mgr 
Same, gen sis mgr 
Same, vp 

Same, vp in chg sis 

Crovc Laboratories, St. Louis, new prods dept hd 
Same, chmn of the bd 
Same, vp 

Autoyre, Oakvillc, Conn, vp in chg of sis 
Same, vp in chg of mktg 
Same, adv mgr 
Coca-Cola, NY, pies 
Same, vp in chg of adv 
Kory Markets, LA, adv & sis prom mgr 
Hclcnc Curtis, Toiletries Div, NY, gen sis mgr 
Sylvania Elcc Prods, Lighting Div, fixture adv & 
mgr 

Same, vp in chg of sis 
Gillette, Toni Div, Chi, adv brand mgr 
Crucn Watch, Cin, pres 



5. Station Changes (reps, network affiliation, power increases) 



C|SH-FM, Hamilton, Canada, no longer Operating 'as of Dec 
31 ) 

WAKE, Greenville, S. C, new nat'l rep Walker 
WDEL-TV, Wilmington, Del goes to 316,000 watts Feb 20th 
WCNI. Wilmington, N. C, new nat'l rep Walker 



WJNO-TV, Palm Beach, nat'l sis rep Venard, Rintoul & 
McConncll 

WJNO-TV, Palm Beach, begins daytime programing 
WOKY-TV changes call letters to WXIX beginning Feb 20 
WTTC, Wash, D. C, has appointed H-R tv nat'l reps 



Michael S. 
Freeman (3) 



Judith 

Tattcrsall (3) 



Philip 
Smith (3) 



William 
Thompson (3) 



Edward 
Sherry (3) 



Jos. F, 
man I 



Cull 

I (4) 
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SPONSOR 



Too good 
to hide! 



0 



'WNERSHIP of television sets is increasing so rapidly 
in Iowa that nobody can keep up with it. 

The 1954 Iowa Radio and Television Audience Survey 
was made in March, 1954. At that time, over one-quarter 
of all TV sets were less than six months old — yet, 
in March, 59.6% of all Iowa homes bad television sets! 

Here are the five-year figures from the Annual Survey: 



INCREASE IN 


TELEVISION 


SET OWNERSHIP 


IN IOWA 






1950 


1951 


1952 


1953 


1954 




Survey 


Survey 


Survey 


Survey 


Survey 


All homes surveyed 


1.7% 


11.8% 


25.7% 


38.2% 


59.6% 


Urban homes 


2.4 


15.9 


30.9 


44.5 


67.2 


Village homes 


1.3 


8.7 


21.0 


32.7 


53.3 


Farm homes 


1.1 


8.7 


21.2 


31.9 


52.7 



Now there are more than 280,250 television sets 

m WHO-TV's Central Iowa — and 355,100 families. 

WHO-TV is giving them the best programming there is 

from the tallest antenna in the State. 

Ask Free & Peters for all the facts! 





WHO-TV 
WHO-TV 
WHO-TV 
./WHO-TV 
Z. WHO -TV 
^"WHO-TV 
V WHO-TV 
WHO-TV 
WHO-TV 
* 'UO-TV 
/HO -TV 
WHO -TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 

WHO-TV 

Channel 13 • Des Moines • nbc 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 

Free & Peters, Inc. 
National Representatives 
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50,000Watts 

! CLEAR CHANNEL 





AUDIENCE VOTE 



Scores of counties around Pittsburgh are hammering 
out one of America's most spectacular 
programs. Industry alone 
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DKA FIRST AGAIN 



)f the Total 496 Quarter 
lours Weekly, KDKA 
First in 415, Tied in 25! 

Pick practically any time, any day 
M the week and reach far more of the 

Pittsburgh market's 893,800 families, 

j 

^;et a bigger share of its three and a 
[uarter billion dollars in retail sales. 
I And that's only part of the story. 
10,000-watt KDKA sells strong in 108 
:ounties where over eight million 
)eople spend more than 1 X A billion 
lollars annually. They spend over 2 
)illion on food, over 1% billion on au- 
tomotive needs alone. Let KDKA sell 
\or you. Call John Stilli, KDKA Sales 
Manager, GRant 1-4200 or Eldon 
Jampbell, WBC National Sales Man- 
ager, PLaza 1-2700, New York. 



TEN TOP DAYTIME SHOWS 
TEN TOP EVENING SHOWS 
TEN TOP WEEKEND DAYTIME 

SHOWS 

Proof again— KDKA owns the big 15- 
county Pittsburgh market. Top shows, top 
power, top audience— you get them all only 
with KDKA. That means only KDKA 
advertisers make the most of this rich 
15-county area. 

The reason is that, in addition to power, 
KDKA has the talent, KDKA has the pro- 
grams that win audiences and get action 
for advertisers. 

If you want this top -audience action, 
look at the quarter -hour picture and see 
how KDKA gets it for you all around the 
clock. 




KDKA-Pittsburgh 

WESTINGHOUSE BROADCASTING COMPANY, INC. 

KDKA • KDKA-TV, Pittsburgh; WBZ+WBZA • WBZ-TV, Boston; KYW • WPTZ, 
Philadelphia; WOWO, I on Wayne; KEX, Portland: KPIX, ><r« Francisco 
Kl'IX represented by I'm Katz Vgevo, Inc., 
All other WBC stations represented fay Frit. & I'i iirs, 1st:. 





SELLING IN 
MONTREAL? 
That's our 
business ! 




YOUR PRODUCT 
advertised on 
CFCF means more 
business for you 





MONTREAL 

IN U.S.— WEED 
IN CANADA-ALL CANADA 





Emanuel Katz 

President 

Doeskin Products, Inc., New York 



Doeskin's trademark is Dottie Doe. a Disnev-likc creature that 
could have come straight out of '"Banihi." Emanuel Katz, president 
of the paper products firm, never lets \ou forget this trademark. 

The forest-green drapes that hang on the three tall windows in 
his office are sprinkled with reddish-brown does. The couch on 
the right of his desk is covered witli the same fahric. In the middle 
of his desk there's a small porcelain doe on a hea\ y pedestal that 
serves as paperweight. And. in case there's still some doubt about 
the nature of Doeskin's business, there's a table behind Katz's desk 
rovered with a splendid, multi-color arra) of toilet paper, facial 
tissues, paper napkins. 

"We like advertising.'" Rat/ told M'ovsok. "Til go further: We 
like tv advertising." 

This year, Doeskin's entire national advertising budget is in t\ : 
Robert Q. Lewis, CHS TV. Fridays 2:00-2:15 p.m.. through Grey 
Advertising. The $750,000 budget in 1954 paid for participations 
on the Kate Smith Shou\ NBC T\ : in the fall. Doeskin switched to 
Leu is. (For details of Doeskin strategy, -ee sponsor. 9 August 
1054, ) 

katz supervises the advertising, lie also directs marketing ami 
merchandising strategy. 

"Fm no financial man.*' savs be. '"I'm 



a marketing man. I 
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guess 1 know most of the paper u holesalers in the country." 

katz spends some six weeks or more each vcar making sure that 
lie still knows the trade, traveling from coast to coast. After a few 
weeks on the road, he > itapp\ to return to hi? apartment in town 
or bis Wilton. Conn., home, lies especially happ) to get back to 
New ^ ork during the opera season. '"1 in a great lover of h ric 
op:*ra. be --aid. 

Doeskin was born on I niversitv Place. New ^ ork Citv, 30 years 
ago, when its founder (who has since left the business) began 
making sanitary napkins (later dropped) with a $1,500 capital in- 
vestment, katz savs that the firm's 1051 sales volume was close to 
SI -I million. Furthermore, the firm is likely to complete the circle 
shortly : Doeskin is planning to add sanitary napkins to its paper- 
product line. 

''There's one thing all our products have in common," Katz 
added. "Quality. Oui stress is quality, not price."' ★ * ■* 
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the plus you 
DON'T pay for. 



J 

RATES on WJBK are based on home audience. RESULTS 
on WJBK are based on home audience PLUS a tre- 
mendous bonus . , . thousands upon thousands of car 
radio listeners. You don't pay one penny extra for 
this terrific "plus" in a market where everybody drives, 
90% of all cars have radios, and most car radios are 
consistently tuned to the station that programs for 
"on-the-go" listening m_mm m mm* mm 
with top news, music Bwuf fl UK H 

and sports . ... . . W m ww I\ Radio 

DETROIT 







Represented Nationally bf 
THt KATZ AGENCY 

National Sales Director, TOM HARKER, 
118 E. 57th, New York 22, ELDORADO 5-7690 




OIL WELL! 




No— that's not an oil well, hut it 
is a pusher just the same. 

That's the KSBW-TV television 
transmitter, gushing out the 
world's hest entertainment t<> 
422.709 tv sets, over 90.000 of 
which are unduplieated. 

^ oil II strike a bonanza of sales 
e\ery time your sales message is 
radiated from this Channel 8 an- 
tenna . . . 3.777 feet in the air . . . 
on the rich central coast of Cali- 
fornia. 

We don't care what you are sell- 
ing. \n liat color it is. how much 
it costs. If it's for sale lo people 
we sell it at the lowest cost 
per thousand of any station in 
California. 

ASK IIOMXNCIJKKY. 



KSBW 
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by Joe Csula 

Tip to tttlmtm: sillily the rhi/thiii-A-blues trcntl 

Through happy circumstance, over more than two decades 
J have had occasion to view developments in virtually all 
segments of the entertainment industry . . . and to view* same 
from the standpoint of the effects of developments" in one 
phase on developments in another. From which ponderous 
opening let me leap off into an effort to point up a series of 
developments which may he of some significance to radio 
and television buyers of talent and shows. 

The music and record side of showhusiness seems to have 
the inherent characteristics which most readily, most per- 
eeptibly and most accurately point up new, and often broad, 
entertainment trends. During and immediately following 
World War II, a substantial number of country (often termed 
'"hillbilly") songs became big nationally popular Hit Parade. 
numbers. 

In the earliest phases of this development such songs were 
originally recorded by country' artists, then "covered" by- 
popular artists, via whose platters the songs achieved major 
countrywide hit status. 

This earliest phase was followed by a surging effort on the 
part of established popular songwriters (not excepting the 
Irving Berlins. Frank Loessers, et al) to emulate and cap- 
ture some of the same qualities which seemed to be making 
the country tunes such big hits. 

In lime. then, while most of these writers failed to imitate 
these tunes with full authenticity, their work nevertheless be- 
came touched with many of the same inherent appeal* which 
marked the successful country songs. And epiile soon coun- 
try audiences were buying more and more of the records, 
not onlv of stars in their own field*, but more and more of the 
records of popular recording artists. 

This gradual blending of country and popular today has 
reached a point of stabilization, and a new trend seems to 
have erupted. Again music and records most clearly point 
the way here. There was and is a type of song and music, 
which vvas once known as "race" music, and for the past 
several \ears has been termed ""rhytlmi-and-blue*" or r-&-h 
music. This, of course, was the type of earthy, uninhibited 
>ong (often very close to outright smut) played and sung 
with an even more earthy and uninhibited beat. 

For many years these songs and records wore popular ex- 
clusiudv with the populations of the various "Harlem" com- 

( I'lcasr turn to page 68 I 
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and as the King of Siam said 



CONFIDENCE 
KNOW-HOW 
ABILITY 

that's why WTVJ 
CHANNEL 4, MIAMI 
was selected by the 
"Big 3" to originate the 
NETWORK SHOWS 
from Miami and Miami 
Beach. 

WTVJ has the per- 
sonnel, equipment and 
facilities to "carry the 
freight" for you. 

Florida's FIRST Tele- 
vision Station, TALLEST 
TOWER IN FLORIDA. 
FULL 100,000 WATTS 
POWER. Complete 
Merchandising Depart- 
ment. 

, . and COLOR 



Preferred by 89% (ARB - Sept, 1954) 
of the viewers in Fabulous South 
Florida. 



^etcetera 
etcetera 
etcetera 




See Your Free & Peters Colonel TODAY 
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sure a successful operation, a surgeon first checks the in- 
| acts with a fiuoroscope or x-ray. And what x-ray does for 
I octor, the 600,000 IBM cards compiling the J. A. Ward 

y can do for an advertiser. With them he can, for the first 
| assure a more successful business operation. 

, for example, is an x-ray analysis of one of radio's most 
ntial daytime radio shows— Queen for a Day; heard five 
la week on Mutual coast-to-coast ( 1 1 :30-12:00 noon NYT) : 

i —a big audience— 2,487,000 daily listeners on the average. 
I remember, these are people listening, not just sets tuned in. 
nd'— oyer 75% of all shopping is done after Queen is broad- 



cast. Queen's listeners make most of their purchases while 
the commercials are fresh in their minds. And more than 
a third of them hear it regularly in the kitchen. You can help 
make up their minds while they're making up shopping lists. 
Third— nearly 70% of Queen for a Day's audience can 
not be reached by any television show no matter how popular, 
because 1,721,000 of them simply do not have TV sets. 

This x-ray shows what P Lorillard gets for its Old Gold on 
Queen for a Day in its fourth year of sponsorship. There's still 
room for a companion advertiser five mornings a week. 

Let Mutual's Mister Plus develop the picture further for you. 




MUTUAL BROADCASTING SYSTEM 

1440 Broadway 

New York 18, New York 
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CHANNEL ELEVEN 



CBS TELEVISION 
FOR THE TEXAS 
GULF COAST AREA 



REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 



I 
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IT PROPOSES A REVOLUTION IN NETWORK 
OPERATION, IS THE OPENING GUN IN WHAT LOOKS 
LIKE RADIO-TVS YEAR OF PROBES. HERE 
ARE THE IMPLICATIONS FOR ADMEN 



Jf f the "Plotkin memorandum" is an accurate foretaste of what the 
nation's lawmakers and FCC are thinking about, then television is in for 
some revolutionary change*. 

The memorandum, modestly entitled "Television Network Regula- 
tion and the Uhf Problem'* and submitted to the Senate Committee 
on Interstate and Foreign Commerce by Harry VI. Plotkin, mi- 
nority (Democratic) counsel to the committee in the last Congress, 
is probably one of the most dynamite-laden documents on broad- J* 
casting out of Washington since Marconi invented wireles? 

Tliere appears little question that the Plotkin re- 
port's recommendations hit at the very foundations 
of tv network operations as they are now known 
The memo, moreover, makes no bones about its 
author's belief that CBS and NBC have as- 
sumed quasi-numopoly proportions and are 
dominating the industry to the detriment 
of the consumer, the stations, the film 
syndieators, national spot and local 
advertisers and ABC and Du Mont. 

Plotkin would redress the 
scales by: (1) banning network 
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PLOTKIN RECOMMENDS BAN ON NETWORK OPTION TIME, 
LIMITATION ON CBS, NBC PROGRAMS IN MARKETS WHERE 
THERE ARE NOT ENOUGH YHF STATIONS TO GO AROUND 



option provisos and giving national 
spot client;- e.pial access to < hoice time 
periods: and i2i In providing that 
"time be made available for all of the 
networks so that none of them is frozen 
out of a substantial number of mar- 
kets." 

The memo is as vet still the opinion 
of one nym. It has not been considered 
by the Commerce Committee and a 
parallel report bv special committee 
counsel Robert V. Jones (not out at 
sponsor s presenile ) who had been 
appointed by Senator John \Y. Bricher. 
has not vet been considered. 

However, the Commerce Committee 
chairman. Senator Warren G. Mag- 
nu-on. Democrat, of Washington, com- 
mended the report to member- "as an 
excellent basi- for further inquiry." 
And it* importance wa» highlighted b\ 
a sharp retort from Dr. Frank Stanton, 
president of CBS. Inc.. who described 
its proposal- as "mi-taken, impractical 



and unwise" and v\arned that network 
television would be "gravely crippled ' 
and the public's ?et investment hurl 
if the\ were adopted I box below ). 

To what extent the Plotkin report 
will be acted upon, no one can sav for 
sure. There are some who feel that al- 
titudes shown In the Administration 
and FCC indicate a reluctance to make 
am drastic changes in broadcast prac- 
tices. However. Democratic control of 
Congress and the up-coming 1956 elec- 
tions may have a strong effect on the 
situation. 

The Commerce Committee will hold 
hearings on the burning issues posed 
by the Plotkin memo shortly. Both the 
Justice Department and FCC were 
asked to examine the memo and come 
back to the committee with some pre- 
liminary ideas within 30 days — that is. 
by 1 March. In addition, the FCC was 
asked to give interim pi ogress reports 
every 60 dav - and come up w ith a final 



report in six months. 

\\ hatever the up-coming Commerce 
Committee hearings lead to. thev will 
not be the only spotlight thrown upon 
broadcasting. '1 he indications for 1935 
are that broadcasting will be probed, 
analvzed. and dissected to a fare-thee- 
well. Most, though not all. of this 
examination will take place in Wash- 
ington. The capital's other probes are 
proceeding on three fronts: 
• An investigation into "monopoly 
aspects'' of the communications indus- 
try will be undertaken by the Senate 
Judiciary Committee headed by Sena- 
tor Harley M. Kilgoie. Democrat, of 
West Virginia. It is understood, 
though not vet officially decided, that 
the Kilgore probe will not overlap on 
the Magnuson investigation. However, 
Senator Kilgore's committee will defi- 
nitelv look into broadcasting in exam- 
ining ownership of networks by elec- 
tronic manufacturing interests, owner- 




Networks would be gravely crippled if Plotkin's 

proposals were adopted, says CBS' Frank Stanton 



CBS believes that many of the proposals of the Plotkin 
Memorandum, insofar as it deals with network television, 
are mistaken, impractical and unwise. If these proposals 
v\ere to be adopted, network television as it is known today 
would be gravelv crippled and the public's investment of 
S 1 3 . .5 billion in receivers would be . . . depreciated, 

J he Memorandum, which i? the product of a single indi- 
vidual and not a report of the Senate, Committee, was not 
based on an\ investigation which included the television 
network:-. ^ ft these are the vers organizations whose ex- 
i-tciue would be so radically affected. Questionnaires were 
submitted bv the Committee to the networks, and CBS 
provided answers covering hundreds of pages. But these 
questions did not even suggest the major issues with which 
the Memorandum now deals. 

It is riot surprising, in these circumstances, that the pro- 
posals betrav siH'h a complete lack of understanding of the 



< omplex busine-s of television networking. The failure to 
test theories against facts has resulted in unrealistic and 
extreme proposals. The Memorandum attempts to resusci- 
tate concepts and approaches which during the last decade 
have been specifically and uniform!} repudiated In the 
Congress and the FCC. 

Television networking is precise!) the kind of business 
where blind and unrealistic tampering with some of the 
parts can destiov the whole. . . . 

CBS urges that if the Senate Committee or the FCC is 
inclined to give these proposals any weight. CBS and the 
other networks be given the opportunity lo be heard. We 
ask this right not onlv for ourselves. W bile our stake is 
large, the stake of the public is even larger. There are a 
number of ways in which its enormous investment can be 
depreciated. In the recommendations of the Plotkin Mem- 
orandum, one such road is dearly blueprinted. 
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ship of stations by newspapers and 
ownership of tv stations by radio in- 
terests. 

• Last week the FCC. in issuing a 
notice of proposed rule- making on sub- 
scription tv, took an important step 
by opening the entire question to pub- 
lic discussion. (For opinions on what 
toll tv may mean to advertising, see 
'"Can there be peaceful co-existence 
between subscription tv and commer- 
cial video?" si'OiNSok, 7 Feb., 1955.1 

• The Justice Department s Anti- 
trust Division has revived its investi- 
gation of advertising, which started 
about a year ago and was halted when 
one of seven ad associations balked at 
opening its records. The department 
has decided to go ahead without forc- 
ing action from this association. This 
investigation will study the "advertis- 
ing industry" as a whole and will in- 
clude, of course, radio and tv. 

• In addition to these de\ elopments 
from the nation s capital, an investiga- 
tion into "bait-and-switch" advertising 
on radio and tv is being pushed by the 
Brooklyn District Attorney's office and 
some evidence has already been placed 
before a grand jury. "Bait-and-switch" 
advertising refers to the practice of of- 
fering products like vacuum cleaners 
and sewing machines at low. low prices 
as a means of gaining admittance for 



a salesman into the home. What hap- 
pens very often, according to Edward 
S. Silver, Bfookl)ii D.A., is that the 
salesman tries to high-pressure the 
consumer into bit) ing a more expen- 
sive model and will not deliver the 
cheaper model even if the customer 
wants it. This., he said, is fraudulent 
advertising. The investigation covers 
radio-tv's biggest market — the New 
York metropolitan area. 

The Commerce Committee probe is 
the most inclusive so far as broadcast 
advertising is concerned and the Plot- 
kin memo ranges over a wide variety 
of topics. Two recommendations stand 
out as having the most profound im- 
plications for both networks and air 
advertisers, however. The) have to do 
with option time and exclusivity. 

Option time; fn recommending that 
network option time be banned, Plot- 
kin argued that there is no reason 
why government regulations should 
permit one kind of advertiser to oust 
another. And network option time, he 
said, does just that. The already pow- 
erful networks, he maintained, have 
an unfair, government-supported ad- 
vantage over competitive sources of 
programing. 

"Even in non-option time," the Plot- 
kin memo savs. "the station or na- 



Harry M. Plotkin 

/lis dynamite-laden 
report is result of 
probing uhf problem 




tional spot representath e is at a seri- 
ous disadvantage as against the 
network. When lime is sold to an 
advertiser on a national spot basis, the 
sales contract quite generally provides 
for cancellation by either the station 
or advertiser before the end of the 
term. When the advertiser deals with 
the network, he knows that the station 
has very limited or no cancellation 
privilege." 

Because of this disparity in cancel- 
lation privileges. Plotkin went on, the 
abolition of option time should be ac- 
companied by some kind of proposal 
providing "that the station should not 
discriminate as between advertisers 
with respect to the right to cancel pro- 
grams." 

Option time thus give? the network 
an "inordinate amount" of control 
over broadcast time and a position of 
dominance over the station, the memo 
maintains. Onlv when the number of 
( Pierre turn to page 114) 
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Senate Commerce Committee will investigate all aspects 
of broadcasting. Reports of former counsel Harry \l. Plot- 
kin and Robert F. Jones may play key role in its probe 



Senate Judiciary Committee will look into "monopoly as* 
pects" of communications industry, may avoid overlapping 
above probe. Group will also study station ownership 



Justice Dept., through Anti-trust Division, has revived ad- 
vertising investigation, which was dormant for a while. 
Its study of ad "industry" will include both air media 



Subscription tv has finally been opened for discussion by 
public as FCC last week issued notice of proposed rule- 
making. Though many consider toll tv years of}, it is 
being studied closely by the stations and networks to 
determine effect on present advertising-supported video 



"Bait and switch" advertising in nation's biggest railio-tv 
market- Xew York metropolitan area — is being investigated 
by Brooklyn District Attorney's office. D. A. has already 
placed evidence oj what he says is fraudulent advertising 
before grand jtiry. Stations, RBB, are discussing problem 
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Radio's morning 
men draw the ladies 

enderella 




Fasl-g'rowing slenderizing chain iiscmI nowspapors 
(ill fall of 1053. now puis 50% of budget in spot 




a -I \ear. some 36.000.000 inches 
and l-.500.000 pound!* were shed by 
3.000.000 women patronizing Slender- 
ella salons by tliat organization's e>- 
tiniate. And radio played a note- 
worthy role in tliis u eighty accom- 
plishment as tlie means of first attract- 
ing a goodl) proportion of these wom- 
en to Slenderella. 

Slenderella International is a net- 
work of 03 slenderizing salons from 
Coast to Coast in 13 cities including 
one each in Paris and London. It has 
been in existence since \lav 1950 when 
it dehuted with four salons in New 
York Cit\. 

From its outset. Slenderella adver- 
tised almost exclusive!) in newspapers. 



Lawrence L. Mack, president and founder of 
Slenderella International, worked out the sa- 
lons figure program, determines ad policies 




B\ the fall of 1953. however, the) felt 
some of their cities might lie saturated 
newspaper-wise and decided to add 
radio. In October 1953. the) ran a 
radio test in Los Angeles which proved 
so satisfactory that Slenderella marched 
radio schedules into city after city 
where it lias salons. Toda\ . about 
50', of the firm's total $40.000-per- 
inonth advertising budget goes to spot 
radio covering all Slendei ella's markets. 

Announcements are run on 20 sta- 
tions in 12 cities: New York. Washing- 
ton, 1). C, Philadelphia, Boston, Pitts- 
burgh, Cleveland, Chicago, Los An- 
geles. San Francisco, Columbus, Mil- 
waukee and Detroit (which al.-o covers 
Slendei ella's Toledo area I. 

It might be thought that a service 
of this type, meant exclusively for 
women, would gravitate to women's 
feature programs with lad\ commenta- 
tors. Not Slenderella. Most of its com- 
mercials arc delivered b\ male person- 
alities on earh -morning chatter and 
d.j. shows. The thinking of Lawrence 
L. Mack, Slenderella president and the 
fornndator ol its advertising policies, 
is that women prefer to listen to a 
man rather than another woman. 
There are onl> two women s feature 
programs in which Slenderella has an- 
nouncements and both of these were 
offered along with male personalities 
on the same station in attractive pack- 



ella commercials, but the) deliver them 
ad lib in their own individual shies — 
from fact sheets which Slenderella sup- 
plies. Slenderella prepare? no written 
commercials. But Mack makes sure 
that the performers know just what 
the) 're talking about, lie meets each 
of them personally, briefs them thor- 
oughly And he has them visit a salon 
to see — and even experience the Slen- 
derella treatment. 

Just how effective this approach has 
proven is shown b) dollar results. As 
Slenderella entered radio in cil) after 
cit\ it noted unmistakable sales in- 
creases: in some cases business has 
actualK doubled, according to Lloise 
English, operations director and na- 
tional supervisor of all Slenderella 
salons. 



a»cs 
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case history 



Not onh d 



onl\ do males deliver 



s: 



eiHlcr- 
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The Slenderella Table, 

featured in system's $-pnrt program, 
docs all the work as patron lies passive. Eloise 
English, Operations Director of Slcnderella's 63 salons, shows 
one lady proper position. Spot radio in 13 cities, 26 stations, gets $20,000 a month 



How does Slenderella know that a 
given business increase is due to ra- 
dio? Slenderella keeps extremely close 
tabs on its 63 company owned-and- 
operated salons. Each salon sends in 
a daily report which includes the exact 
volume of business that da\. In this 
way, Slenderella knows just how much 
business is being done in each of its 
cities and what per cent of the total 
national business each city accounts 
for. If there is a significant increase 
In a city 's share of the national busi- 
ness, says Slenderella, then this must 
be traceable to a new factor affecting 
Slenderella s operation in that cit\. 
This new factor, in city after cit\, was 
radio. 

It was in this wa\ that the success 
of the initial Los Angeles radio test 
w as gauged. That city *s share of the 
total national business jumped from 
to 20' t after a 30-da\ air trial. 

Business is currently so good in 
New York and in five other metropoli- 
tan centers that women signing up for 
the service must wait two or three 
weeks before starting treatment. For 



this reason, Slenderella recently can- 
celled its newspaper advertising in 
these areas for a few weeks. (This 
sent radio's share of the budget ahead 
of newspapers in February for the 
first time.) 

Slenderella uses an average of three 
announcements per week on each sta- 
tion. These run on Morula). Tuesday 
and W ednesday mornings, almost with- 
out exception. The reasoning: Slen- 
derella found from its own experience 
with women that the) tend to launch 
new projects — especial!) those which 
may go on for some time — at the be- 
ginning of the week. Even though 
they ma) hear of Slenderella at the 
end of one week, says the company, 
the chances are they will say to them- 
selves, "I'll wait till Monday and then 
go and really get started." 

This is interesting as a complete re- 
versal of the thinking of the retail ad- 
\ertiser who tends to advertise at the 
end of the week — Thursday. Friday. 
Saturday — in preparation for the 
weekend shopping rush. I Some sta- 
tions have complained that they have 



a problem due to this advertising phil- 
osophy: They have a heavy wave of 
advertising at the end of the week and 
not enough at the beginning.) 

Here s a closer look at the test which 
made Slenderella decide radio might 
do a job for them. 

It was October 1953. Slenderella 
had been running a concentrated cam- 
paign in all four of the newspapers in 
Los Angeles. When the normal busi- 
ness inerease seemed to abate some- 
what, the) decided to relate the circu- 
lation of the papers to the response 
received. In this way. the) determined 
that thev had practical]) saturated the 
market newspapers could reach. 

Slenderella has a system whereby 
ever) customer phoning or coming in- 
to the salons is asked where she heard 
of the company. This is how tliev 
were able to keep tabs on how manv 
customers I or prospective customers > 
the newspapers were drawing. 

Mut now. Slenderella was casting 
about for a new medium. Kadio was 
picked for testing and Los \ngeles 
I /'lease turn to page 100) 
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Vrthlh Bellaire, author of this article series, 
is v.]>. in charge of radio ami tv commercial 
copy at BBDO, His "Are tv commercials 
getting word-lazy?" appeared 24 January. 
"Are tv commercials getting picture- 
lazy?" appeared 7 February. 



PART THREE 

OF A THREE-PART SERIES 




The best commercial message ill 



f all phases of the commercial- 
making operation of television, proba- 
bly the most neglected one is talent 
selection. Even today, when television 
is reputed to be mature, there is an 
o\ ei abundance of underdirected male 
and female announcers trying to sell 
products and services the) were just 
not cut out to sell. 

Often thousands of dollars, millions 
of brain cells and a few pints of blood 
go into < renting the message only to 
see it go down the drain because the 
wrong announcer was chosen. 

1 am not overlooking the encourag- 
ing progress many of the agencies 
have made along this line, with regn- 
lar audition schedules for new talent 
and the development of specialists in 
the selection of this talent. I am also 
not forgetting the high standards al- 
ready set b) the Rex Marshall?, the 
Betty Furne^ses and a handful of oth- 
ers, including a few relative new- 
comers who are setting the sales on fire. 

I urn referring to other big names 
and little names who have been al- 
lowed to go on week after week fool- 
ing evervbodv but the viewers, some 
with over-confidence, others with in- 
sincerity, . 

Occasionally the ropy writer must 
share the responsibility for this, lie 
ma\ work hard to keep his commercial 
from being word-lazy and picture-lazy, 
then suddenly tend to lose interest 
when it conies time to decide which 
human voice — and perhap- face — shall 
carry his selling message to the public, 
lie ma) not he fighting back often 
enough, when, at the last minute, he 
hears somebody my, "Hell, get Joe 
Sneer to do it. lie's fool proof, lie's 
a pro. , l on can count on Joe to do a 



job every time." 

Better to face the problem at an 
earlier stage in the creative package 
and stop sensibly and say, "Let's take 
time to look around. Let s audition. 
Let's get a person who fits the prod- 
uct?' Then if they still pick Joe, then 
I'm for Joe. 

Yet today too few people are de- 
livering too many commercials on tele- 
\ision. Not that a man who sells tooth- 
paste on Tuesday can't do a good job 




Suit <<if<>u< to protfiicl: // is im- 

jMrtant that your announcer fit your 
product, jri'l at home selling it 

selling automobiles on Wednesday. But 
if he. also sells cosmetics on Thursday 
and electric water heaters on Friday, 
he had better lie a hearty soul and a 
superior actor to remain believable 
and convincing. Ed Hcrlihy is one of 
the few so gifted, and the fact that he 

eft-camera much of the time gives 
him added mileage. 

We should learn from the tragically 
short careers of a few announcers who 
used their gifts of friendliness and 



Cartfutis liy Alplimi'.c Normandla 




Id can go to not if it's delivered by tSie wrong announcer, warns Art Bellairc 



warmth wisely in the beginning, then 
started a slow, sure decline as soon as 
they started counting their money and 
allowing themselves to think that may - 
he this business wasn't so tough after 
all. Their bedside manner became a 
little sickening because they were lay- 
ing it on too thick. Their folksy atti- 
tude just didn't come off any more. 
The cruel tv camera suddenly became 
an X-ray machine and looked clear 
through them in front of millions of 



remind me bow doubly true this is for 
the on-camera voice in television com- 
mercials. This guy has only a minute, 
more or less, to sell himself arid the 
product, and that ain't eas\. 

The first requirement of a good 
commercial i< a good product. The 
second, to my mind, breaks down 
equally among copy, production and 
talent. And ^talent is the perishable 
item. As perishable, if you will (and 
maybe \ou won't), as a head of let- 



men! of new talent. A noble statement 
that means nothing until more is done 
about it. R\ "new ' talent 1 don't net** 
cssarih mean voune talent. Besides 
bush-beating in the hinterlands, let's 
also take a closer look at those hun- 
dreds of names we ve seldom heard of 
listed with the registries and exchanges. 

And if some kind group could pro- 
\ ide struggling newcomers with the 
money to order several prints of a 
kine displaying their talents, these 



FREEBEES 

CIGARETTES 




Beware of iiixiiirerif ■/: Tv's 

X-ray screen reveals phonies, over- 
confidence. Good talent may fall prey 



Get a real salesman: Make 

sure your announcer is enthusiastic 
about product, can demonstrate it 



Develop new talent: Bush-beat 

hinterlands, consult registries, 
exchanges. This is greatest hope 



people. And. sadly, the telling blow: 
They just weren't moving the merchan- 
dise like they once did. 

I'll never forget what a professional 
auctioneer told me on an airplane re- 
cently when I asked him what his big- 
gest selling secret was. "N T o secret," 
he said. "1 figure my first job is to 
sell myself. Once I do that I can get 
down to business." 

1 don't suppose I had to ride in an 
airplane to find that out. but it did 



tuce. It must be picked in the right 
way, handled carefully and then prop- 
erly preserved lest it go bad. 

From a happier angle, you've seen 
many a commercial, mediocre from 
the standpoint of copy and production, 
saved by the right salesman or sales- 
woman, Without a doubt, some of 
television's most productive commer- 
cials are directly traceable to a skill- 
ful sales job on the part of the talent. 

Our greatest hope is the develop- 



could be left at the agencies for easy 
reference. It's surprising how many 
announcers are looking for jobs and 
how few of them have anything more 
to leave behind than a glossy photo. 

Under the talent we've considered 
so far come the announcer and the 
actor making like the announcer. And 
acting experience is often a plus. 

Of course, a force that is becoming 
stronger and stronger in personality 
I /'lease tarn to page 72) 
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Where will sales be after six months of television 





PART TWO 

OF A 6-MONTH 
ARTICLE SERIES 



Blow-by-blow story 

First results of Itiiriiliam & Morrill tests 
baked beans in preparation for tv. But It 



tor the first time in television and trade paper history, 
sponsor is able to report the results oj a tv test campaign 
as they happen. Last issue sponsor revealed that the 
Burnharn & Morrill Co. had just launched a campaign 
using tv onh in a market where it had never advertised 
before anil where sales oj its oven-baled beans and brown 
bread products were low. The campaign was undertaken 
to see what tv could do jor these Yankee favorites in a 
region where they had never achieved high popularity. 
Xow SPONSOR reports first results {chart below). 



7 his is sponsor's second major series on media. The 
first uas sponsor's two-year All-Media Evaluation Study 
{recently published in book form). The All-Media Study 
explored the role of each major advertising medium, urged 
advertisers to test media. The present BAM campaign is 
one case of an advertiser turning to a media test in the 
effort to solve a marketing problem, sponsor hopes its 
reports on the BAM test will provide valuable guidance 
for readers, stimulate more media tests. And SPONSOR 
will welcome the opportunity to report other tests. 



ADVANCE STOCKING MOVES 1,680 DOZEN MORE CANS OF B 



Sales of two sites of B&M beans and one size 
of brown bread at the wholesale level 
(by dozens of cans) 



JANUARY 1*54 



18 oi 27 oi Bread 



January ivsst 



18 oz 27 oz Bread 



% PLUS OR MINU, 



18 oz 



27 oz 



ARJBA Al (50 mile radius around Green Bay) 



1. 


Manltoicoc, Wis. 


60 


30 


0 


140 


110 


10 




+ 133 


+266 


2. 


Oshkosh Wis. 


50 


25 


0 


110 


25 


0 




+ 120 


* 


3. 


Appleton, Wis, 


100 


40 


50 


270 


115 


70 




+ 170 


+ 188 


4. 


Gillett, Wis. 


0 


0 


0 


30 


100 


0 




w 


* 


5. 


Green Bay, Wis. 


310 


70 


0 


700 


300 


50 




+ 94 


+328 


6. 


Menominee Mich. 








100 


0 


0 




+200 


* 




Totals A 


570 


165 


70 


1,350 


650 


130 




+ 13f 


+239 



A.KEA. B f 50-100 mile radius around Green Kay) 



7. 


Fond Dn Lac, Wis. 


30 


25 


0 


30 


35 


0 


* 


+ 40 


8. 


Stevens Point, Wis. 


60 


10 


0 


100 


70 


0 


+ 66 


+600 


9. 


Wansan, Wis. 


40 


5 


0 


180 


30 


0 


+350 


+ 500 


10. 


\onvay, Mich. 


70 


75 


0 


50 


100 


0 


— 28 


+ 33 


11. 


Shchoyyan, Wis. 


40 


30 


0 


120 


90 


20 


+200 


+200 


12. 


Wisconsin Kapids, Wis. 


30 


10 


0 


20 


15 


I) 


— 33 


+ 50 




Totals ft 


270 


155 


0 


560 


34© 


if 


+ 85 


+ 119 




Total A A It 


840 


320 


70 


1,850 


990 


150 


+ 120 


210+ + ! 



TOTAL BEAMS BOTH SIXES 1,160 dozen cans 2,1110 dozen cans 



+145% 



*Ni. pori'MUkv Kiilr i cl»cn ulinr .me .1 . miuiureil IlKiircs K n i.r where nuk-s stayeil Hie smile tTi-leilstim rann.almi l>r B a,i 21 JaiHUiiv. in".". 




Jers arc willing to stock extra 
ad made only slight gain 



TEST IN A NUT-SHELL 

PRODUCTS : V-ti M t leans ami lirr \vu lil>n<l 

MARKET: lOII-mile '/.one liI'ouikI Cliiu Buy. Wis 

MEDIA USED: television only 

PAST ADVERTISING: almost none in area 

SUCCESS YARDSTICK: sales, increased distrilmlm 

BUDGET: < 12.100 

DURATION: six months 

SCHEDULE: ii-iuin aimets wkly, 3 evi-iii upr, 3 at tcriiot.n 



^0 an tv alone lift sales in a low -volume market? 

The Burnham & Morrill Co. of Portland, Maine, was 
one step nearer an answer this month as re ults began to 
come in following the start of its six-month tv test in a 100- 
mile area surrounding Green Bay. Wis. 

At sponsor's presstime, sales had heen tahulated for 
January 1955 vs. January 1954. This was the hox score: 

• Combined sales for two sizes of beans were up 145 r <. 

• Numerically the increase was 1.680 dozen tans, with 
gain greatest for the large-sized can. 




• Sales increase for the second product under test. B&M 
brown bread, was small from 70 to 150 dozen cans. 

The television campaign did not begin until 24 January 
so that sales increases reflect advance stocking by the 
trade rather than consumer demand. 

While jobbers were willing to buy more B&M beans on 
the strength of the campaign, brown bread showed only 
slight advances. Attitude of jobbers in tbe area was: "'We 
can always get rid of tbe beans." But it was apparent 
that it will lake demand direct from the consumer to force 
sales of the brown bread. Though B&M beans have good 
distribution in the area, brown bread is sold in only 
50' '( of tbe locations. 

As the campaign got under way, B&M s chief competitor 
among oven-baked beans. Puritan, launched vshat appears 
to be counter-action. Puritan has started to give grocers 
in the Green Bay area coupons with each purchase of 
beans by the case. (One coupon to a case with prizes 
ranging from a singing kettle for 15 coupons to a porta- 
ble mixer for 50.) Checkups in Milwaukee, metropolitan 
center nearest Green Bay. indicated no Puritan couponing 
was underway there. This lent credence to the belief that 
the Green Bay couponing was a measure designed to coun- 
teract the B&M campaign. 

B&Ms budget for the six-month tv campaign over 
\\ BAY-TV, Green Bay. comes to $12,300, or nearly 25' < 
of its entire wholesale sales in the area last year (1954 
totaled $54,000). The campaign consists of six live one- 
minute announcements yveekly, many of them clone by the 
station's personalities. (Agency is BBDO, Boston. I 

This i' the tough marketing problem t\ must solve: 

Oven-baked beans are higher-priced, not popular ill the 
northern Wisconsin and Michigan region. Beans cooked 
in the can (Tleinz. Campbell, ct all have 90 r < of the 
market. B&M and Puritan split up the remaining 4' < . 

Tile brown bread sold at the rate of onl\ 510 dozen 
cans during the fust six months of 1954. While brown 
bread and beans are considered a toothsome combination 
in New Ingland. feu Wisconsinites apparently relate the 
two products. Creating t lie association, increasing distri- 
bution and sales will be major objectives of the campaign. 

If television proves successful, it mav become part of 
B&M's market-In -market advertising strategy. The com- 
pany has many markets like Green Bay where sales do not 
come up to the level attained in its \ew England strong- 
holds. Recent media use by tbe $200,000 spender has in- 
cluded newspapers, magazines, store magazines and radio 
in 14 markets, not including Green Bay. B&M lias inner 
used television or conducted a previous media test. * * * 

Sext issue SPO\'SOH will report sales for first 
half February f .*>.».> com pur ft/ with last year 



\>ho should ;><>! I «»«•:■ I r:it«vs? 
Tlios* 1 ;in> some who wck lliein 

Pictured litre art* the example - ot adver- 
tisers who place -onie. mo-t. or all of their 
spot radin lni-im-- il rnnjih local rhunne 
( .lockw i-e : Fnnl. who now gels the "re- 
jiioxial" rale mi mam l'cxas -lations through 
1). lias ili-trilnitor : Ha\ <■■>. -eat cover chain, 
whnh plate- 8.">' i i -piii lui-ine— at local 
rate: Blal/. neailx half of who-e radio i- 
Ini alK handled: Oualitv Baker- (a eon- 
federation of local baker- 1 which bnv- over 
hi r ot il- radio at loeal price-: Kobert 
Kill l loihes. lOO^t local. Kep>. for the 
iuo-1 [lart. feel that all of the-e firms, and 
other- like them, should pay national rate. 
Who de-erve- loeal rate i- pooily defined. 






'\\o.** say many reps, admen, pointing to flankers of undermined 
spoi radio si met lire, bypassing of reps ami agencies 



<>r \cars broadcasters. agcnc\ men, 
representatives and client- have debated 
the question of whether radio station* 
should have two spot rate cards one 
national, one local I see SPONSOR 23 
April '51 I. But in the past year the 
controversy has boiled up into one of 
the steamiest topics in air advertising. 

Today man\ in the. segment of the 
industi) hardest hit |>j dual rate prac- 
tices rep-, who don't get J,Vj com- 



mission on local rates contend that 
the whole structure of national spot 
radio niaj be in danger. 

'I his danger, as reps voice it. is due 
to the siphoning-ofE of an increasing 
amount of national spot business into 
quasi-local channels. Thus, reps sa\. 



problem 



one of radio s most profitable sources 
of income — as well as the service reps 
can give ad agencies and stations is 
endangered. Reps are joined in their 
protests bv many agency people who 
sdiare their concern. 

These are the factors at work: 
• More tocul-rate stations: This is 
an era of transition for radio. With 
the stepped-np competition for the ra- 
dio dollar, main stations who never 
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used to bother have hustled hard for 
local radio business. Where rates were 
set uj) on the basis of broad coverage 
for national advertisers, these stations 
have found that local retailers objected 
to pa)iug full price for coverage that 
was. for them, partialK waste circula- 
tion. So, lower local rates were estab- 
lished, often triggering a round of 
rate revisions on other local stations. 
-Reps and timebuyers estimate that 
more than half of the radio stations in 
(he country now ha\e some form of 
local rate card. 

• More local-rate "national'' adver- 
tisers: A sizable amount — reps put 
the figure at more than 30% today- 
of all the spot radio business in such 
"national" industry categories as autos, 
automotive products, beers, clothing 
chains, soft drinks, farm implements, 
home appliances and tv sets, interstate 
bakeries and drugstore products is now 
placed at local rates. The rest of the 
spot radio business for the same spon- 
sors goes at national rates. The list 
of national ad\ertisers seeking local 
jates, reps say, is increasing all the 
lime. 

t More local-rale confusion: With 
more stations offering, and more spon- 
sors seeking, local rate concessions, the 
lines of demarcation between local and 
national rates are becoming hazy. It's 
largely up to the individual station 
manager to draw the line, to determine 
who gets what rate. He, in turn, is 
motivated in his decisions by his own 
personal views and the amount of red 
or black ink on his books. One station 
may therefore accept what might be 
considered by many to be national 
radio business — at the local rate. An- 
other station of the same size and rank 
itiaj refuse. 

Why are these trends bad for spot 
radio and eventually the advertiser, in 
the opinion of agencies and reps? 

Several points of \ iew' in this matter 
were uncovered by SPONSOR in recent 
weeks when it sought reactions to the 
recent recommendations on radio rates 
put forth by the American Association 
of Advertising Agencies I see SPONSOR 
24 January and 7 February ). 

The views most widely held by reps 
were summarized by Hob Eastman, 
executive v. p. of the John Blair rep 
firm and chairman of the SKA's Rate 
Committee: 

" The most significant problem has 
been completely overlooked — that of 
the national advertiser who attempts 
to buy radio time at local rates when 



The vase tor •'dual rutos" 1 

Practice of having two rates, station* 
say, is justified when station lia- 
large coverage area and local retailer 
cannot possibly draw trade from full 
area. Local rate is a marked-down 
rale for retailers to make station 
more competitive in selling locally. 
Also, at many outlets, national rate 
is merely the local rate marked up 
to allow for \b c /c agency and 15% 
rep commission on national husines-. 
System works fine, these -tatinns say, 
with clear-cut line of demarcation. 
Also, many "national" advertisers 
feel they qualify for local rates. 



ii,. ..i i; aim 



Cusk afiuinst "ifmil rules'' 

Large number of admen view local 
rate practice with alarm, feeling that 
ir undermines national spot structure 
and acts as open invitation for 
dollar-conscious clients to try for 
lowest possible rate. Radio placed 
locally through dealers detours the 
rep (and thus loses rep servicing 
and hilling) and may even bypass 
the agency commission, which must 
be tacked on as service fee. Many 
stations, reps, admen urge a single 
rale charge, with everybody paying 
the same. Others point to need for 
clear-cut definitions in rate policies. 



he is not entitled to them. Ever} one 
suffers from rate deals in the long 
run. The station s product is cheap- 
ened, and advertiser and agenc) skills 
are not applied when price alone be- 
comes a factor. Furthermore, there is 
danger of an agency losing control of 
accounts along with commissions." 

Many agencies share these senti- 
ments as well. Here are typical opin- 
ions : 

"The local-rate problem seems to run 
in cycles. We're in one of them right 
now. Clients with strong dealer or- 
ganizations ask us 'Why don't we place 
the business at local rate? We'll save 



Hil! It'll, 



money.' We carefully explain that by 
doing so the) will lose the creative, 
billing and policing services that an 
agency and rep can provide. We also 
explain that costly and elaborate chan- 
nels must be set up to administer local- 
level radio buying handled by dealers." 
said Ken) on & Eckhardt associate 
media director, Phil Kenney. 

Apart from the fact that control over 
local-rate purchases b) national adver- 
tisers is difficult to maintain, some 
agenc) executives see another major 
source of trouble in local-rate bu\ ing. 

"W hen )ou shop for an attractively 
{['lease turn to page 1 20 I 



4/\'s van* I enforce its rate rc»eoiiiiiic»iirf«lion.s. Gamble says 



In the last two issues of sponsor appeared 
reports on new code oj agency-station prac- 
tices put forth by 4/Ts. Reaction from 
readers, particularly on local rate question, 
came quickly. Most asked if iA's could 
enforce code. 1.4's president, Frederic R. 
Gamble, gives his reply below: 

We are glad to see that our "Recommended 
Practices for Advertising Agency People in 
Their Relations with Broadcasters" have 
stirred up so much interest, and we hope 
that they will continue to do so. 

Some of those who commented, in your last 
issue, asked whether l.A.A.A. has any "ma- 
chinery" to carry out the Recommendations. 
The an«wcr is "No," we are not allowed 
legally to do so. Even in our "'Standards of 
Practice," applying to the general conduct 
of onr member agencies, the following state- 
ment appears: 

"These Standards cannot he enforced. 
Nor should they have to be. They 
should be accepted and practiced vol- 
untarily because they are a guide to 
the kind of agency conduct which 



experience has shown to be wise, fore- 
sighted, and constructive." 
As to whether broadcaster grievances can 
be referred to us: The answer i e "Yes." 

There are some problems w c cannot law 
fully handle, but we always want to know 
about any serious grievance. We will try to 
do anything constructive that we can. 

Gamble asks letters on station grievances 
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TRADITIONAL: Dream girl of early Twen- « NEW: Harder-hitting copy is part of Coke's new ad style. First company jingle 

ties symbolizes Coca-Cola's past reliance • .stresses specific product features, plugs hard ai Coke leadership. Portion of 

on soft-sell in print and air media. Till now # storr board above tics in with major 1955 slogan: "50.000.000 times a day" 

copy has been sfiarse, institutional-like • people buy Coke. Other major facet of new look is high style, modernity 



Giant of the soft drinks maintains $5. 000.000 
tv-raclio budget, revamps long-standing 
copy approach to meet rising competition 



oca-Cola lia- adopted a new ad 
look for 1935. 1 1 is characterized by 
-inartncss. glamor, high fashion. The 
famous soft, almost casual, cops treat- 
ment that had become an everyday 
feature of the American scene has giv- 
en way to stress on specific product 
feature*. In tv. sprightly animated an- 
nouncements are I icing readied. And 
for the first time since it> entrance in- 
to radio in 1927. Coke has created a 
singing commercial for national u*e. 

That even the giant of an indu-try 
must occasionally pause to rev iew il> 
advertising is evidence of the dynamic 
nature of the American economv. 
(.oke, company spokesmen prondlv 
point out, is everywhere. An authori- 
tative esiinuite puts its share of the 



soft drink market at about 50 f 'r : sales 
are running around 12.775.000.000 
units a vear. The sales curve, it is 
said, vshile not rising sharply, is still 
going up. et the makers of the most 
successful soft drink in history deem 
it necessary to alter their traditional 
approach. 

Vllhough the reasoii«. behind high 
policy decisions are >eldoin directly 
revealed. si'ONsoK offer.* tire following 
as possible factors: ibe rise of compe- 
tition from other beverages such as 
fio/en juices: the emergence of a di- 
rect competitor. Pepsi-Cola, as the first 
to offer a serious challenge in its own 
immediate field. 

At D'Arcy agency, which has han- 
dled the account since 1006. thev will 



tell you of the recent motivation stud- 
ies conducted by Social Research, Inc. 
of Chicago. They will tell you too of 
the intensive copy research, which sub- 
mitted a number of Coke campaigns to 
a cross-section of consumers. The sur- 
veys showed, among other things, that 
the new style and copy approach were 
likelv to be the most effective. This, 
according to a e Frank Weber, was 
one of the main reasons for deciding 
upon the new campaign. 

Advertising of Pepsi-Cola has also 
been emphasizing modernity and so- 
phistication. 1 he two approaches dif- 
fer in that Coke uses photography in 
print and Pepsi art work: on the air 
Pepsi uses a commercial personality. 
Polly Bergen, and programs for adults, 
where ("oke appears to be aiming il> 
programing primarily to youth. Pep>i 
emphasizes low calories as well al- 
though Coke loo has begun to lay 
some stress on diet copy points. 

\\ hether the spectacular rise of Pep- 
si-Cola to a reliably reported 19 f J 
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share of the market during the past 
four years helped spur the Coke deci- 
sion is open to speculation. At Pepsi- 
Cola and its agency. Biow, they nat- 
urally like to think so. 

Coke's 1955 ad-look affects commer- 
cial approach only, not programing. 
Last year an estimated $5,000,000 went 
into radio-tv; a similar amount will 
probahly he spent this year. Exact ad 
budgets are difficult to arrive at be- 
cause of the complicated system of co- 
op ad deals with the 1,056 bottlers. 
sponsor estimates that the combined 
company-bottler ad expenditure for 
1955 may run a- high as $35,000,000. 
Traditionally, Coca-Cola has tended to 
give more or less equal budget weight 
to each of the major media, and is 
continuing with that pattern. 

The same shows as last year are be- 
ing kept: Eddie Eisher on NBC TV 
and MBS, The Adventures of Kit Car- 
son on spot tv. Announcements will 
continue to be made available to bot- 
tlers for both radio and television^ 

Copy themes: Because of Coke's 
nearly universal distribution, Weber 
explains, the problem is how to in- 
crease per capita consumption: It is 
assumed apparently that just about 
everyone drinks Coca-Cola at one time 
or another. In some Southern towns, 
a company spokesman says, per capita 



consumption is 300 per year! 

"Our policy is to show the product 
used in a number of appropriate sit- 
uations." states Weber, "social gather- 
ings, mealtimes, and so forth, to sug- 
gest times and situations at which 
Coke becomes a welcome treat. We 
aim to increase usage through incul- 
cating the idea of new occasions for 
enjoying Coke." 

The point is that in such a huge 
market even a small increase in per 
capita consumption means a tremend- 
ous increase in volume. 




Ass't ad mgr. Robert T. 
Kesner heads up Coke's 
radio-tv. lie operates out of 
iXew York office, though 
rest of ad department is 
located in Atlanta. Ga. 



Convinced that it has a product 
whose quality is unsurpassed, Coca- 
Cola is attempting to imply superiority 
through ad association with the fash- 
ionable and glossy in costume and 
decor in print and through the glam- 
or of show business on tv and radio. 

Copy has become sharper than the 
soft "Pause that refreshes" approach 
of yesterday, stressing taste, sparkle, 
freshness. Low-caloric values are men- 



tioned for the first time. Coke's lead- 
ership is turned into a sort of theme. 
"Fifty million times a day" is a fea- 
tured headline and broadcast slogan 
D'Arcy 's research, sajs Weber, ind 
cated that the public responds posithi ■ 
ly to the idea of product leadership in 
ad copy. 

I'irsl singing eammert'ial; To 

D'Arcy copy chief Tom Carpenter, the 
new approach is made to order for ra- 
dio and tv, which "are ideal for put- 
ting across a feeling about a product 
by means of the way the message is 
delivered rather than its actual word- 
ing." The new singing commercial he 
considers a perfect illustration. It was 
a lavish job, with full orchestra, cho- 
rus and soloist, which sponsor lis- 
tened to in the three-dimensional hi-fi- 
equipped D'Arcy audition room. Car- 
penter, who prefers to call it a "musi- 
cal commercial," sees in it a basically 
new approach to the whole subject of 
jingles. He compares the traditional 
and the new approach as follows: 

1. Traditional — The jingle carries 
tne copy points, tne words are used to 
sell specific product ideas, with the 
music designed to be catchy and enter- 
taining. 

2. New — The Chiquita Banana jin- 
gle brought about a change. Here at- 

( Please turn to page 76) 



Coke waited year for Eddie Fisher to get out of army. His show is on show, Kit Carson, offered bottlers on co-op basis. Total company-bottler 
NBC TV and MBS (via edited version of tv audio). Second major spending is estimated at $35,000,000. D'Arcy is parent firm's agency 





Distinctive design by Egmont Arens regis- 
ters quickly. Red handle splashes against 
yellow background. Brand name stands out. 
Drawings on back directly influenced by tv 




ice cream 



Toy soldier on Canadian package has tv an- 
imation purpose, says Arens. As cartoon 
character, figure will provide entertainment 
recognition base for frozen food sections 



0 




Midwest firm does little advertising m 
but Arens kept tv possibilities in mind: cij| 
pic for closeups and match dissolves, su . 
cane figure for animation, stripes for efj I 
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Drene design by Donald Deskey Assoc. is 
striking on shelf. Combination of chartreuse, 
black, white, purple "outstanding example of 
good design for color tv" says XI1C expert 



Brand name practically leaps at you in Des- 
key s much admired Cleem design. It util- 
izes fewest ]>ossible elements, bold color 
blocs in smart, distinctive combination 




Lippincott & Margulies redesigned Bro 
Seltzer package for shelf and ad impa 
Blue-white combination, uncluttered ba 
ground, improved logo, help identity in 



J 



Should you redesign your pada 

II ore are experts' lips on achieving maximum impact in 1 lie new medium as i'(4 




m lie new Marlboro package, shown 
at right beside its pale predecessor, is 
geared to the needs of the coming age 
of color television. So are dozens of 
other well known packages which ha\c 
recently been redesigned. 

How does your package measure 
up? Will it show up to good advan- 
tage on color tv? If not, should it 
he redesigned? And what points 
should be kept in mind for \ ideo s 
future de\ elopinent? 

To cot the answers. SI'onsok con- 
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ducted dozens of interviews with pack- 
age designers, with the network people 
who ha\e worked most closely with 
color and commercials, with agencies 
and advertisers. 

Here is the most fundamental an- 
swer of all : 

There is no reason in the world to 
redesign )our package solely for color 
i\ assuming yn\ arc satisfied with it 
on other counts. 

Madison \\eiuie s bus) rumor far- 
Ion notwithstanding, SI'ONSOK could 



find no case of a major advertiser who 
has redesigned his package just for 
the sake of color television. On the 
other hand, practically all who had 
anything to do with package questions 
stated: "We are keeping color telex i- 
sion in mind." 

The experts urge caution on the fol- 
lowing ground : 

1. The era of color set saturation is 
a long way off. Set production this 
\ear has been estimated at approxi- 
mately 200.000. Mass production may 
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Which package will reproduce more effectively in color tv? To designer of new Marlboro 

package Frank Gianninoto, it's no contest. Old package lacks tv punch: (1) elements are formally 
balanced, carry out no design idea that can be easily remembered; (2) too much copy in available 

space and superimposition of brand name add up to visual confusion, hinder instant registration and 
shelf recognition ; (4) color used only decoratively, not as part of design. New package will be top 

tv contender, designer feels: (1) a minimum of elements are used; (2) design idea of inverted "iF 
registers immediately, is easily remembered; (3) brand name is bold, can't be missed; (4) color is 

used strongly yet simply in striking red-white combination. Pre-testing has already proven designs 
effectiveness. Color tv needs were kept in mind by designer. 




ft (ho super market slid? 

not get under wa\ until 1956, with 
three or four years probahl) elapsing 
before color lias made a big percentage 
dent in the video market. Thus to con- 
centrate on color tv needs may be pre- 
mature. Industrial designer Raymond 
Loewy is among those who discount 
the medium today as not yet worth) 
of serious consideration. He states 
that when set distribution warrants, 
his organization will gi\c color tv its 
due attention. 

2. For the next few \ear< \oxir pack- 
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age will have to come across in black- 
and-white as well as color, simply be- 
cause of the great number of mono- 
chrome sets (over 33 million to date!. 
Much is known by now about handling 
packages for black-and-white alone, 
but the compatible era may pose new 
problems. The current belief is that a 
good color design will be a good black- 
and-white design as well, but this re- 
mains to be proved. Some companies 
are preparing now. Compton agenc), 
for example, is conducting a series of 
film tests this month on a number of 
Procter & Gamble products. 'I heir 
purpose is to find out what has to be 
done to obtain commercials that are 
effective in both color and black-and- 
white. 

Despite the>e cautions, now may be 
a good time to reexamine vour pack- 
age de?i<;n. Color tv has stimulated an 
interest in the ps\cholog\ of color 



which has already had considerable 
effect upon packaging. Ask yourself 
these questions when analyzing your 
product in relation to color tv, sa\ 
the tv packaging specialists. 
• Is your design making good use 
of color as a sales tool, particularly on 
the shelf, for which it is evenluall) 
intended? Or is it old-fashioned, with 
no thought given to color s effects on 
human behavior? Says industrial de- 
signer Egniont Arens: "Color is one 
of the prime factors stimulating the 
'glands of decision'. . . . Consciom-h 
and subconscious!) , we are influenced 
b\ color everv moment of our waking 
lives. And this influence does not end 
with merely inducing emotions. It 
goes right on to produce the action 
that leads to sales." The main dif- 
ference between black-and-white and 
color tv, says .Arens. "lies in thr 
[Please turn to page 94 1 
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PART THREE 

OF A SERIES 





stations 



Direct mail has very high casualty rate, must be visually attractive, 
brief and newsworthy to compete for busy admen's attention 



ireet mail is the infantry unit 
in advertising. It can do the job of 
taking a specific objective after sales 
resistance has been softened b\ mass 
media. . . ." 

That's the wav William R. Hender- 
son, then managing director of Di- 
rect Mail Advertising Association, de- 



NEITHER FILED NOR FORGOTTEN 

Gimmicks, lite sexy calendar, have highest 
recall of any direct mail. Everyone remem- 
bers Lili St. Cyr (below), many recall station 
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scribed his medium in sponsor's All- 
Media Evaluation Study. But how well 
does advertising's infantry work within 
the advertising business itself — speci- 
ficall) in the promotion sent by sta- 
tions and networks to admen? 

SPONSOR set out to answer that ques- 
tion as the third effort in a series of 
studies of communication between air 
media buyer and seller. I'art One of 
the series analyzed the reactions of 
timebuyers to advertising in the radio 
and television trade press (13 Decem- 
ber 19541. Part Two covered the re- 
actions of sponsor firm executives and 
non-media executives in agencies (27 
December 1954). The present survey 
embraced both media and non-media 
executives in agencies as well as ad- 
vertiser firm executives, mainlv adver- 
tising managers. 

This sentiment was expressed over 
and over by those interviewed: 

"1 would say 90'/t of the direct 
mail reaching nn desk goes almost im- 
mediate!) into the waste paper basket." 

Whether vou speak to tiinebiiyers. 
account executives or advertising man- 
agers, a frequent reaction is: "We have 
loo little time to read all the stuff that 
comes in the mail." 

A timebuyer who has recentU 
changed jobs and is busy learning his 
new account." summed it up best: 

"I'm tearing my hair now trying 
to keep up with all the memos crossing 
my desk from within the shoj) and 



from the clients. It's a mental effort 
for me to stop and look at direct mail 
pieces when I'm in the mood to get to 
more important things. Brother, that 
mailing piece has to nail me to the 
floor if it s going to grab nn atten- 
tion." 

What can the radio and television 
promotion department do to nail the 
largest number of admen to the floor? 
What forms of direct mail are most 
welcome? W hat is least useful in di- 
rect mail? These are some of the 
questions SPONSOR tried to answer in 
the belief that any improv ement in sell- 
ing-communication between the seller 
and the buyer redounds to the best 
interests of admen. 

It should be borne in mind, how- 
ever, that none of the conclusions set 
forth here are hard and fast rules. A 
station's selling must be based on its 
own needs and what makes a weak 
story for one station may be the only 
story another bas to tell. Morever the 
verv form of promotion piece admen 
say they like least may be successful 
for some stations — depending on the 
ability of the promotion man to put 
it across. 

Following that common-sense quali- 
fication, here's* a quick rundown on 
reactions to promotion pieces by types. 

1. Coverage maps: Of all the types 
of data mailed out by stations, cover- 
age maps seem to win the most favor- 
able reaction. The maps are not neces- 
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iS YOUR DIRECT MAIL LAND HERE 

Over-sized mailing pieces are prime 
candidates for the waste-paper basket. 
They're much loo difficult to save. Other 
least-liked types of material include rate 
card*, considered useless, and reprints of 
trade paper ads which have no special data 
worth studying. In general admen said the 
great bulk of direct mail from stations 
quickly lands in waste paper baskets be- 
cause of the great press on recipients' time. 
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OR IS IT READ AND FILED? 

Coverage maps and program logs are 
usually kept in a central file at agencies. 
Reprint of trade paper ads get admen's 
nod if the ad is of statistical or factual 
nature suitable for study or filing. Newsy 
or unique market data may interest account 
men; timebuyers have little use for it, 
rarely pick markets. Any piece to be 
read, has to be terse, but with enough 
visual appeal to get past secretaries. 




sarily pored over immediately; but 
they are least likely to be tossed in the 
waste paper basket. Many agencies, in 
particular, maintain a file of cover- 
age maps. The feeling was expressed 
repeatedly that while coverage maps 
are not necessarily taken for gospel 
they can constitute a \aluable start- 
ing point. One suggestion from many 
of the timebuyers interviewed: "Use 
the back of the coverage map to list 
pertinent data that might come in 
handy on the station's facilities." 

2. Program logs: Probably the most 
frequently received form of station 
promotion is the program log. Like 
the coverage map it is usually placed 
on file by agencies. Timebuyers sug- 
gested stations could save money by 
cutting down on the number of station 



logs sent to each agency. Said one of 
the business' veterans: "With over 
2,600 radio stations and some 400 tv 
stations, no individual buyer can pos- 
sibly keep his own personal set of pro- 
gram logs. This agenc\ and most oth- 
ers I know of maintains a central file 
of logs available to each buyer. Sta- 
tions would do best to send in just one 
or two logs." 

Often logs are used more in retro- 
spect to check on current adjacencies 
to announcements bought some time 
ago than as a guide to purchases. The 
tendency is to use availability infor- 
mation obtained from the rep as a ba- 
sis for buying. Haste is the main rea- 
son. The buyer often hasn't the time 
to spread out the programing of the 
station and make his own check of ad- 



jacencies when there's a long list to 
he bought. 

3. Reprints oj trade \xiper ads: 
Opinion was mixed on the subject of 
reprints of ads which have already ap- 
peared in the radio and tv trade press. 
Some of the admen — and women felt 
stations were wasting their money 
when they made reprints. 

Said a woman buyer with long ex- 
perience: "You've seen the ad by the 
time the reprint hits you. So why fill 
up the desk with more stuff to weed 
out and throw away?' 

But there were equalh strong reac- 
tions on the other side. The advertis- 
ing manager of a company with a va- 
riet\ of air-advertised products said: 
"If it's an outstanding ad, the reprint 
(Please turn to page 104) 
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.WITH RCA's 
TRANSMUTE! 




RCA 10-kw VHP transmitter operation at KGNC-TV. Operated in conjunction with a 
RCA high-gain antenna, the combination is producing 100 KW erp at substantial 
lower cost per radiated kilowatt than any low-band equipment package now availabl 



^Compared to a 25-kw transmitter operated in conjunction with a 6-section antenna. As 
your RCA Broadcast Sales Representative for a comparison breakdown of the tube an 
power savings. 

RCA Pioneered and Developed Compatible Color Television 



RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION 



CAMDEN. N.J. 




WHAT TELECASTERS ARE 
SAYING ABOUT RCA'S 
EXCLUSIVE 100-KW TRANSMITTER- 
ANTENNA COMBINATION 

KCEN-TV (6). Reports W. O. Crusin- 
berry, Chief Engineer: "We are getting 
almost unbelievable coverage with our 
RCA 10-kw VHF transmitter and 12- 
section antenna combination. 
Operating economy — on the basis of 
both equipment operating costs and ra- 
diated kilowatts per dollar— exceeds our 
most optimistic calculations." 

KGNC-TV (4). Says William H. Torrey, 
Chief Engineer: "Audience reports indi- 
cate that our RCA 10-kw VHF trans- 
mitter and RCA 12-section high-gain 
antenna equipment package is blanket- 
ing our coverage area with strong, snow- 
free signals. We appreciate getting the 
most ERP for our operating dollar." 



oday, RCA's low-band 10-kw VHF transmitter and 
2-section Superturnstile antenna "package" is deliv- 
ring remarkable coverage— at an equipment operating 
ost oj less than one dollar an hour! 
Think oj the savings this offers: 100 kilowatts of effec- 
tive radiated power at a reduced tube and power 
expenditure — that amounts to as much as $70,000 
over a 10-year period. 

Think oj the protection to your investment: 100 kilo- 
watts ERP— ready to go to work for you on COLOR 
whenever you say. No equipment rebuilding. No 



extra expense for color conversion. And, of course, 
the same low equipment operating costs as with 
monochrome transmission. 

For more than a year now, RCA's exclusive low-band 
10-kw and 12-section Superturnstile antenna combina- 
tions have been setting records for blanket coverage 
and low-cost operation. For the complete facts on. this 
remarkable combination — designed and built only by 
RCA- call your RCA BROADCAST SALES REPRE- 
SENTATIVE. In Canada, write RCA Victor, Ltd., 
Montreal. 




a forum on questions of current interest 
to air advertisers and their agencies 



Do i/oii feel it hurts radio station talent 
to appear on television as well 




THE PICKED PANEL ANSWERS 

NO: RADIO SEEKS TV STARS 

By Stanley E. Hubbard 

President & General Manager 
AST/'. KSTPTV. St. Paul, Minn. 

The answer is 
emphatically and 
to me very obvi- 




ously. 



no 



0 



ur 



experience with- 
in a combined 
radio and lelevi- 
sion operation 
has been quite 
opposite. All our 
talent is used on both media and as 
the appearances and popularity of an 
artist on television increase, the de- 
mand for his use on radio also in- 
creases. 

In llie early days of television we 
used some of our lop radio talent on 
television to give the new medium im- 
petus. Some of this well established 
radio talent was not as enthusiastic as 
it might have been to spend time learn- 
ing how to work with the broadcast- 
ing's new dimension while the newer 
talent, eager for ail) opportunity was 
most enthusiastic. The result in re- 
cent years has found those who pio- 
neered >ix years ago are on the top of 
the heap in both radio and television. 
The others, who were too preoccupied 
with radio find themselves being lost 
today, relegated to standby work in 
radio and nothing in television. 

We find, today, that when a radio 
advertiser lias a choice of talent, he 
asks first for some personality who is 
riding the television crest. Hie law of 
supply and demand steps in here. The 
result is that some of the television 
talent must al least try to price itself 



out of the radio market if for no other 
reason than protection from too much 
work. However, we find, in many in- 
stances, a radio advertiser willing to 
pay outlandish prices for that televi- 
sion name. True, the television talent 
may not be as good on radio as one 
of his lesser brethren in that field, but 
the tv talent gels the call. 

It seems now the best way for talent 
to succeed in radio is to get on televi- 
sion first. 

YES: MEDIA ARE COMPETITIVE 

tly Alex C. Keese 

Manager. WFAA, Dallas 

If this question 
were rephrased, 
'"Do you feel it 
hurts the radio 
station for radio 
talent to also ap- 
pear on tv," my 
answer would be 
— y es, under most 
circumstances.'* 
If a radio personality such as a farm 
director, woman's director, or other 
featured entertainer has a good rating 
on radio, regular appearances on tele- 
vision will unquestionably diminish 
their radio audience. This then will 
lessen their value to the radio station 
and to ad\crtisers who sponsor such 
lalcnl. 

I was quoted, hack in 1952 in a na- 
tional trade publication as saying: 
"Radio and television are highly com- 
petitive for the advertisers' dollar as 
well as highly competitive for audi- 
ence. Both can he strong industries 
when they recognize their product, 
which is programs, and quit sharing 
their product." 




1 believe most people in the radio- 
television industry today agree that 
these two media are the most highly 
competitive of all media for they are 
competing for the attention of people 
at the same time. 

Therefore, a strong radio personal- 
ity, who has a following, and who can 
be heard only on radio, will have 
a much larger audience than he or 
she would if they could be seen as 
well as heard oil television. We. al 
WFAA. believe the great strength of 
our radio station lies in the exclusive- 
ness of our featured talent. 

DEPENDS ON TALENT ABILITY 

By George M. Burbaeh 

General Manager 
KSD, KSD-Tr, St. Louis 

Obviously, t h e 
answer to this 
question is both 
yes and no. When 
radio talent has 
all the necessary 
qualifications to 
handle a tv as- 
signment in ad- 
dition to his (or 
her) radio duties, the answer is no. 
When anyone of these qualifications is 
lacking, the answer is a definite yes. 

The qualifications to which we re- 
fer are not restricted to those of ap- 
pearance, versatility and adaptability. 
A most important qualification, which 
loo easily can he overlooked until it is 
too lale, is the performer's stamina. 
This may not be too great a factor in 
the case of most network performers, 
or once-a-week performers on local 
stations. But it is a very big factor 
in the case of the local disk jockey, 
for example, who is doing a daily ra- 
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dio show i»f one or more hours per 
dav. The additional burden of a daily 
tv show is almost certain to be reflect- 
ed in the quality of his radio perform- 
ance, and in the ultimate value of the 
radio property to the station and its 
clients. 

In our own stations, we have a 
number of individuals who appear reg- 
ularly both on radio and television. 
Most of them original!) were on radio 
only, and had opportunities to assimi- 
late their tv assignments gradually - . . 
due to the fact that our tv station be- 
gan operating in 1947 when the de- 
mands of the medium were not as great 
as they are today. With only one ex- 
ception, however, none of these people 
is on the air as a featured performer 
as much as five hours a week ... ra- 
dio and television combined. And the 
single exception is a musician-m.c. who 
has other live talent "supporting" him 
qii his daily radio show, as well as his 
ihree-a-week tv show. 

The inclination to capitalize on the 
popularity and "cash register"' value 
of an established radio performer by 
giving him a tv show in addition, is a 
most understandable tendency. In 
many instances, the performer as well 
as the station management might even 
tonsider the tv assignment a "reward" 
in recognition of radio services faith- 
fully performed. To the management 
of stations which might yield to this 
inclination, we respectfully offer these 
suggestions: (1) keep a vigilant ear 
tuned to the quality of your "reward- 
ed" performer's radio shows, (2) 
keep a watchful eye on the month-to- 
month ratings of his radio shows, (3) 
reread that story about the man who 
killed the goose that laid golden eggs. 

NO; BOOSTS TALENT SALABILITY 

By Charles H. Crutch field 

Executire V.P.. General Manager 
Jefferson Standard Broadcasting 
Company, Charlotte, IS. C. 

Seven years ago 
when we received 
our tv c.p., there 
were only 13 tv 
stations in the 
Country and none 
south of Wash- 
ington, so we had 
Xi very little prece- 

mtm dent to guide us. 

However, we made one decision imme- 
diately and that was that our announc- 
ers and talent would operate on both 
[Please turn page) 
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Passing lures don't take away our listeners. We stack 
up . . . for we carry the 20 top-rated programs, day 
and night. And for faithful listening, WBNS has 
lasting appeal — a greater tune-in than all other local 
stations combined! 




CBS for CENTRAL OHIO 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 



21 FEBRUARY 1955 



49 



radio anil television. To dale we have 
found no reason to alter (his derision. 

Today our announcers are assigned, 
as nearh as possible, to equal staff 
duties on WBT Radio and Vt'BTV Tel- 
evision. Not only i:- their staff work 
divided equally, hut the rompanv also 
insures that each of them is available 
for talent shows on either radio or tel- 
evision. Our experience has proven 
this a >ound working arrangement. 

We have discovered that a great ra- 
dio personality has little trouble adapt- 
ing himself to tv or vice versa. B\ us- 
ing talent on both radio and tv. we 
get an automatic cross-plug . . . in- 
crease the salability of the talent . . . 
and strengthen the acceptance of the 
personality by our listeners and view- 
ers. 

Of course the degree to which we 
utilize talent on both stations varies. 
A folk music group has 15-minute and 
half-hour shows on both W BT and 
\VB r\ . I he co-sports directors do a 
joint late afternoon show on radio and 
then present a tv sports program later 
in the evening. Conversely, a top ra- 
dio personality ha;, onl) one tv show 
a week . . . and the number one tv 
newscaster does only two short radio 
programs a week . . . although each 
performs staff work for both stations. 

All of which is to say that we don't 
bind ourselves to a set policy; but, 
our talent will continue to "wear two 
hats as long as they please both lis- 
teners and advertisers a* well as they 
have to date. 

DILUTES VALUE OF TALENT 
Hy Gustav K. ftrandborg 

Assistant CcihtoI Waiingpr 
KVOO. Tnlsn 

Thinking fro in 
the management 
side of radio 1 
am not so much 
concerned about 
what dual radio- 
t v appearances 
do to talent as to 
what thc\ do to 
the station. 
Kxclusivit\ has alwavs been a basic 
lecjuirement for success in any field of 
endeavor where; artistic, literal) or 
other limited production has been the 
prime factor. This is true of recording 
rompam artists, news syndicate writ- 
ers, ami of patented processes of men 
kind. It is true of network l\ con- 
i I'lt'UM 1 turn to pu&e 112) 
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We've got it all sewn up for you on WLW Radio. You ge 
double your money's worth. Only WLW's Radio two-for-one plarj 
guarantees you an additional dollar or more in exper 
merchandising and promotion for every advertising dollar you spend, 
Let us unwind a neat promotion for your product ... and give 
your ad dollar double duty. Yes, we'll trade two dollars of oun| 
for every one dollar of yours! We'll prove that.. 



50 



SPONSOR 







one equals two otiW UW 



a distinguished member of the 

CROSLEY GROUP 



WLW 


Radio 


WLW-A 


Atlanta 


WLW- C 


Columbus 


WLW -D 


Dayton 


WLW-T 


Cincinnati 



21 FEBRUARY 1955 



Exclusive Sales Offices: 
.Yew York, Cincinnati, Dayton, Columbus, 
Atlanta, Chicago, Miami 
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Chart covers half-hour syndicated film pro 
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Top 7 0 s/iows in 7 0 or more marfcets 
Period 3-9 January 7 955 

TITLE. SYNDICATOR. PRODUCER. SHOW TYPE 



I Led Three Lives, Ziv (D) 
Badge 714, NBC Film (D) 
City Detective, MCA, Revue Prod. (D) 
Superman, Flamingo, R, Maxwell (K) 
Liberace, Guild Films (Mu.) 
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Mr. District Attorney, Ziv (A) 

Annie Oakley, CBS Film, Flying A (W) 

Cisco Kid, Ziv (WJ 

Favorite Story, Ziv (D) 

Flier y Queen, Tel. Progs, of Amer. (M) 

Waterfront. MCA, Roland Reed (A) 
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Top 10 shows in 4 to 9 markets 



1 1 



Stories of the Century, Hollywood Tv (W) 



Life of Riley, NBC Film, Tom McKnight (C) 



« | it 



it | 10 

I 

I 

io n 



I'ossport to Dauyer. ABC Film, Hal Roach (A) 

dene Autry, CBS Film (W) 

The Whistler. CBS Film, Joel Malone (M) 

The Falcon, NBC Film (D) 

ltoston Blachie, Ziv (M) 

Star Showcase, Tv Progs of Amer, Sovereign (D) 
Sherlock Holmes, MPTv, Shel. Reynolds (M) 



f'forifin Zahach. Guild Films (Mu) 
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Show t>-pp imiitAf ' A) adventurn; (O) com«ly: (1)1 rlrnma ; (K) kids: (M) mystery; (Mn) 
mu Irai; (Wl Woilern. I'llmn lUfd aro syndltaitcil, half boiir Umeth. tolorasl In four or moro 
rnmki.1 Tho avcracf ratine li an iinwclKlitod nveraeo of I mil vl dual mnrkot ratines luted above. 
Itlank parr Indicate! Dim not broadraat In thli market 3-9 January. Wlillo network shows aro 



fairly stable from mm monlli to another in tho markets In wlilrli tliey am shown, this H 
much lesser extent with syndicated shows, nils should be bomo In mind when analjiln 
trcndi from ono month to another In this chart, 'llefers to last month's chart. If bU 
wis not rated at all In last chart or waj In other tlian top 10. dajslflcatlon aj to 
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STATION MARKETS 



ieve. Columbus Phiia. St. L. 



0.2 20.4 75.5 20.9 
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nbk 
tOpm 



wlw-c 
7 .OOpm 



wi-au-lv 
7 :W)i>m 



ksd-tv 
<i :30pm 



6.0 26.5 



nftl-tv 
7 OOpm 



ksd-tv 
!l :30pm 



2.4 23.9 22.3 78.2 



ibk 
lOpin 



wbns-lv 
6:00pm 



wcau-tv 
7 :00pm 



ksd-tv 
i; :UOpm 



2-STATION MARKETS 



Blrm. Charlotte Dayton New. Or. 



25.5 53.8 26.8 44.8 



u abt 
0 :30pm 



wbtv wbio-tv 
9:Srtj>m O.OOpm 



wdsu tv 
0:30pm 



37.8 46.8 25.3 



wbre-tv 
9:30pm 



w bt v wlw il 
10.00pm 7:00pm 



74.8 55.5 



wabt 
!> :30pm 



wbtv 
S:00pnr 



42.3 

wdsu-tv 
lft:0flpio 



20.3 33.8 74.3 30.8 



wabt 
6:00pm 



ivbtV wlw-d 
5:30pra 6 :00pra 



wdsu tv 
5 :00pm 



3.5 25.7 22.7 

ews wbns-tv ksd-tv 
lOpra 7:00pm 10:00pm 


24.5 37.5 50.3 

wabt whlo-tv wdsu-tv 
9:00pm 7:30pm 9:30pm 


9.2 78.9 9.7 20.2 

ews wlw-o «ptz ksd-tv 
OOpm 10:30pm 10:30pm 10:00pm 


24.3 55.3 77.5 26.3 

wbrc-tv wbtv wlw-d wdsu-tv 
9:30pm S:00jim 10:30pm 10:30pm 


■ 5.7 74.9 75.4 

-nbk \vtvn ksd-tv 
10pm 6:30pm 12:30pm 


23.5 29.8 23.8 

wabt wbtv wdsu-tv 
6:00pm 2:00pm 12noon 


76.0 

wlw-c 
ti :00pm 


32.3 

wbtv 
11 :00am 




20.2 22.5 

wbns-tv kwk-tv 
10 :00pm S :30pm 


53.5 

wbtv 
.1 :30pm 


20.4 

kwk-tv 
9:00pm 


47.8 

wdsu-tv 
9:30pm 


8.7 27.9 20.8 

vews wbns-tv wcau-tv 
OOpm 7:00pm 6:30pm 


79.3 20.0 35.0 

\vbrc-tv whio-tv wdsu-tv 
10:00pm 7:00pm 10:30pm 




30.0 

ksd-tv 
9:30pm 


42.5 

wdsu-tv i 
5:30pm 


! 

i 






40.3 

wdsu-tv 
3 :00pm 




72.3 

whip tv 
7 :0(tpm 


i 

i 


72.5 

wdsu-tv 
11:30pm 


74.2 20.0 

wptz kwk-tv 
10:30pm 10:00pm 


43.8 

wdsu-tv 
10:0Opm 


78.5 

wcau-tv 
7 :00pm 




73.9 

kwk-tv 
3:30pm 


78.3 

bre-tv 
10 :00pm 


8.5 

nbk 
30pm 




|7.5 75.2 70.9 

veus wbns-tv kwk-tv 
M>pm 7:00pm 10:30pm 







in market is Pulse's own. Pulse determines number by mcasur- 
ststlons are actually received by homes In the metropolitan 
lven market even though ststion itself may be outside metro- 
> of the market. 




^ ^ And WBNS-TV Excellent 
Programming and Commercial Treatment is 

Appreciated By 427,239 Homes. 

WBNS-TV Program Schedule 

rated one of the country's best, dominating the central Ohio market. 
For example: * 

Share of Audience 
WBNS-TV Station B Station C 

47.5 36.3 16.2 

This same dominant position also delivers higher ratings for CBS 
and locally produced shows. 

For example: WBNS-TV carried 8 of fhe fop 10 shows in fhe 
Central Ohio area* and this top position has been consistently 
held for fhe pasf fwo years. 

WBNS-TV Commercials 

have selling showmanship for the approximately 3 billion dollar 
buying income coverage in the central Ohio area 
For example: a complete advertising campaign was developed 
(or Lushus of Sheriff's, Ltd. Canada, with film commercials created 
and produced by the WBNS-TV film laboratory. 

WBNS-TV Facilities 

include a complete film laboratory qualified to do any type of film 
or slide work; continuity department to assist or originate material; 
large property department, and the finest engineering equipment, 
including stand-by transmitter and antenna system. The station's 
facilities may always be counted on to be the newest and best 
suited for the job. 

For example: fhe station's art department is one of the first in 
the country to be equipped with a Film-O-Type machine. 






source material 
* * * 

ARB, Dec, 1954 Sales Management Survey 
Columbus Area of Buying Power — 1954. 




WBNS-TV 




WBNS-TV's sales department coordi- 
nates these facilities to best benefit 
your account and results are evi- 
denced by the national and local 
sponsors using the station's rich 33- 
county central Ohio market. Spot and 
program availabilities as well as costs, 
can be procured through Blair TV, or 
by writing the Columbus sales office. 



COLUMBUS, OHIO 
CHANNEL 10 

CBS-TV NETWORK — A filiated u lib Coin mbu s 
Dispatch and IT BUS-AM • General Sales Officer 
}} North High St. 

REPRESENTED BY BLAIR TV 



i 



Does he 




Now that America is listening to radio in 26 million automobiles, advertisers have 
become increasingly interested in the amount of attention these sets command. 

Here's what a pilot study recently showed : 

75 per cent of all motorists not only know the sponsors of the programs they're 
hearing— they can "play back" substantial parts of the commercials.* 

Actually it's not too surprising. With cars so easy to drive these days, there's not much 
to do but steer. And when the motorist's eye is fixed on the road, his ear hasn't 
much else to do. Except to take in the most popular programs. And news of the 
products they sell. . . on The CBS Radio Network 




'On two successive Sundays 
earlier this winter, Adver- 
test Research conducted iii- 
tt rviews with a total a/ a, ', 
motorists traveling the. 
New Jersey Turnpike. Ad- 
vertest found 77 per cent 
of the cars equipped with 
radio, Inthese cars, the two 
programs wlio.se commer- 
cials were being tested 
(Jack Benny and Amos 'n' 
Andy) had an average rat- 
ing of 23.1. A booklet giv- 
ing details of this survey 
is available from the CBS 
Radio Network on request. 



Xew developments on SPOXSOK stories 

"Wilt out-of-home audienee entitle 
radio -latiou- lo inrrca-cil rale.-?" 

Issue: 27 Frliruan 1950. page M 

Subject: i In- Irelliendou- ear radio ainlieuee 

There are now more auto radios than t\ sets. say s Reg Rollinson, 
eastern sale- manager of Quality Radio Croup, who describe* out-of- 
lioine radio audience on wheels as '"the most underrated radio 
audience in the world." Rollinson points out that 85'* of all new 
»ars sold are now radio-equipped and that most people who ride 
in radio-equipped cars listen lo the radio. Frgo: A big audience. 

Rollinson sa\s that based on statistics provided In the Auto- 
mobile Manufacturers Wociatinii 32.8 million radios have been 
installed in pa>senger cars during the past eight years. There are 
an estimated 4.5 million pre-1947 radio-equipped cars on the road. 
"We thus arrive at an estimated total of 37.3 million radio-equipped 
ar- on the road today a number greater than all the tv set- in 
\ merit a." Rollinson asserts. 

Noting the discrepancy between his figures and the figures for 
automobile radios contained in the ARF (I'olitz) National Survey 
of Radio & Television Sets I 1954). Rollinson points out that bis 
figures are based upon the automobile manufacturers' own produc- 
tion and registration figures. (The ARF study indicated that as of 
May 1954 there were 28. 8 million auto radio sets associated with 
L.S. households, of which 26.1 million were in working order at 
the time of the Politz interview. The figures were based upon a 
stratified probability -ample of 11.020 occupied dwelling units.) 

Reinforcing his argument that "-pot radio is America's greatest 
outdoor medium," Rollinson cites figures indicating that 63.8% of 
all employed persons get to and from work by passenger cars. 

According to a snr\e\ made by Advorte-t Research fur the CRS 
Radio Network, three out of four auto radio listeners not only can 
identify sponsors of certain radio programs they hear in their cars, 
hut al-o can '"play back'' substantial parts of the commercials. The 
\dverte-t survey was made along t lie New Jerse\ Turnpike about 35 
miles south of New York City. The survev indicated that (I) 77% 
of all cars interviewed had radios in working order. l2i there were 
2.8 listeners in each car. (3 I the shows tested had a rating of 23.1% 
of cars with working radio-, and 1 1 1 75. IS of auto listeners who 
heard the test programs i/orA Benny Show and Amos '«' Andy) 
ould accurately repeat much of the programs" advertising content. 

The diarv of Ford - * "Tin- Ole 
Iloti-e" jingle 

10 January I °.>.>. page 40 

\lu»icnl eoiiuiiereial- based on 
enrrenl popular um-ie 

Fonl Motor Co. used a popular song with hit parade potential 
as the basis of a recent musical commercial announcing its 1955 cars. 

Now comes Manisc hewitz Wine Co. which is basing its nevve-t 
jingle on the latest musical craze, the mambo. 

\ spokesman for Fmil Mogul Co., Manischew itz' agency . said 
a great deal of the credit for boosting the wine company's 1954 
sales 22.7'* over 1953 goes lo radio and tv advertising. lie added 
that the 1955 ad budget is being increased 20' < . (spu vsoit estimates 
that Manischew itz' total budget is about $2 million, w ith about 75' i 
going into radio and tv. I 

Like the Ford jingle. Manischew it/," commercial is getting satura- 
tion treatment. It is being aired on 230 radio stations more than 
10,000 times weekly and 131 Iv stations 1.100 limes weekly, accord- 
ing to the Fmil Mogul spoke-man. * * * 





See: 

Issue: 
Subject: 




Station Sells 
Double-Barreled Idea 




News Gets 'em 



Coming and Going 

In Montgomery, Ala., an oil 
company wanted to reach both 
men and women, urban and rural, 
and it wanted to be identified with 
a single type of program. 

Frank Dudley, WAPX account 
executive, solved it this way: 

For the ladies, the sponsor was 
offered an AP 5-minute summary 
prepared and edited especially for 
women. This went on the air at 
10:55 a.m. 

For the men, the sponsor bought 
a 5 p.m. AP news broadcast — the 
peak traffic load of the day, when 
men driving home from work 
could get the full impact of a motor 
oil sales presentation. 

Sponsor is delighted with the 
double-barreled idea. Dudley feels 
the company's high regard for AP 
cased the sale. 




Says WAPX's President, 




Thomas £. Martin: "Good 
news coverage, world-wide 
and regional, plus splendid 
cooperation, make AP a must 
with WAPX." 
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SPONSOR 



SPONSORS WARM TO AP 
Because ... it's better 
and it's better known. 



"Four men 
still missing . . . 

I'll stick with it. 



// 



Case History No. 5 

Thunder crashed and the rain beat 
down. Walter B. Grubbs, newsman 
for Radio Station KVMC, Colorado 
City, Texas, was barely asleep when 
a siren wailed. 

Grubbs reached for the phone. The 
operator told him: "Fire in the Col- 
orado Hotel!" 

Minutes later — at midnight — 
Grubbs was on the scene. Lightning 
had set the building on fire. The roof 
was a mass of flame. Firemen were 
removing the guests. Wind-driven 
hail pelted the rescuers. Some hotel 
guests still were unaccounted for. 

Grubbs telephoned The AP in 
Dallas. 

Then, with firemen, he began a 
methodical check of the registration 
list to identify survivors. They 
tracked some to other hotels and mo- 
tels. A few were bedded down in the 
courthouse. One was in the hospital. 
Name by name, Grubbs and the fire- 
men wearily checked them off. 

At 3 a.m., Grubbs telephoned 
The AP: 

"Four men still missing," he 
said. "I'll stick ivith it." 

By 6 a.m., rescuers located the 
charred body of one. 




Again, a phone call to AP. 

At 10:30 a.m., a second body was 
recovered. 

Another phone call to AP. 

Shortly before 3 p.m., the remain- 
ing two bodies were found in the 
soggy, smoking ruins. 

Still another phone call to AP. 

By sticking with the story through- 



out the night and day, Grubbs had 
given every AP member across the 
country a clean beat. 

It was a typical AP sweep — 
from beginning to end. 

Walter B. Grubbs is one of 
many thousands ivho help 
make The AP better... and 
better known. 



If your station is not yet 
Associated Press service. 
Field Representative can 
complete information. Or 



Those who know famous brands... know the most famous name in news is IP 
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all about 
gimmick 



The word that gets kicked around 
so much in advertising circles — gimmick 
really means (as you knew all along) 
a small device used secretly by 
a magus in performing a trick. 

A magus (a. y. also k. a. a.) is 
a magician. 

If )ou want the gimmick to reach Eastern 
Iowa, be a real magus 

Call on WMF. But \ou won't be able 
to keep it secret. 



WMT AM Cr TV 
CBS for Eastern Iowa 

Mall address: Cedar Rapids 
National Reps: The Katz Agency 
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agency "profile 



?fi/roii L, Broun 



Television Director 
Colman, Prentis and Varley, Ltd., London 



If U.S. adman Myron Broun wears a shabby suit and frayed 
cuffs on his new job in London, it won't be because he's being 
underpaid. Brooks Brothers suits are simply not dc rigeur among 
British admen. 

"In fact, it's still somewhat fashionable to he a little shabby," 
Broun said before he left, "hecause, unless you were in the black 
market after the war, you couldn't afford elegant clothes. ' 

Broun left for London on 6 February, fully equipped with Amer- 
ican film, live tv ami advertising experience plus knowledge of ele- 
mentary fashion fetishes among London admen. It's his job to set 
up a tv department for Colman. Prentis and Varley. in anticipation 
of fall. 1955. when three cities (London. Manchester and Birming- 
ham) will have their first tasle of commercial tv. 

Part of Broun's job will be recommending tv to clients when he 
deems it effective. Among (he accounts of the London agency are: 
Shell Petroleum. Philip Morris. British European Airways, Cad- 
bury's Chocolate, several divisions of J. Lyons. 

The tv equipment Broun saw on his two previous five-week visits 
to London was "pretty much like ours. I didn't see any Telepromp- 
ter units or anything, but they've got something we don't: motor- 
driven cranes and dollies. Doesn't eut down on crew, but makes 
their job easier." 

Although there's no commercial radio in England, nor any out- 
look for it, Broun has made a preliminary study of radio program- 
ing to complete his picture of British taste. Of the three available 
BBC stations, one (called "The Third Programme") has less than 
l r ( of the listening audience. 

"It's the intellectual station, you know," he told SPONSOR. "Things 
like full-length Shakespearean plays and readings of modern Italian 
poetry and chamber music . . . like maybe a flute solo." he added, 
somewhat ruefully. 

Broun does feel very enthusiastic about British advertising agenc\ 
practices, however. "I hear their ethics are prett\ ideal. Accounts 
never quit over night: in fact, ihey give as much as six months' 
notice. And when an agency gets a new account, it usually gets a 
congratulatory letter from the client's old shop." 

Sporting, eh what? * ★ ★ 



WEYMOUTH 
SYMMES 
Paris & Peart 
says . . . 



/ 



A 



i' A V 



I Need Facts! 
..about the market 
. . . the audience 
. . . the ratings 

WNHC-TV has all 3. 

I have always picked 
WNHC-TV to cover 
the Hartford-New 
Haven areas. The 
signal dominates the 
entire market, the 
achieved results 
have consistently 
proved my station 
selection." 




Compare these facts! 
15 County Service Area 
Population 3,484,400* 
Households 1,006,410* 
TV Homes 899,957** 

Sources: 

* '54 SRDS Consumer Markets 
** CBS— Nielson 1953 updated with 
RETMA Set Sales 10/31/54 

See Your KATZ Man 

Serving Hartford & New Haven areas 
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In the 

SOUTH'S 



fastest ffow'nq 

market/ 



POPULATION 

1940 88,415 

1953 197.00Q j 

RETAIL SALES 
1940 ... $ 20,251,000 
1953 . . . $184,356,000* 



49k 
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and 
FACT? 



RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD'S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 



To see your sales reach their 
greatest heights in this rich 
petro-chemical market, select 
WAFB-TV, the only TV sta- 
tion in Baton Rouge, with 
programs from all 4 networks, 
and our own highly-rated 
local shows. 



Tom E. Gibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
National Representative 




'East Baton Rouge Parish, Survey 
oj Buying Power, 1954 



{Continued jrom page 6) 

the numbers of people lliey appeal to. If we were to find that 
a stark and ultra-realistic murder mysterv is a poorer climate 
for the advertising of a certain product than a gentle situa- 
tion opus, it would make some kind of sense to sacrifice, if 
that be necessary, rating points to get the better type of 
vehicle and in that way to provide more appropriate climate 
for the advertising. 

The "editorial matter'"' surrounding copy offers a most 
important area for research. The effect of immediately pre- 
ceding portions of any program on the viewer (or listener) 
must have a bearing on how the commercial copy is received, 
believed, remembered, acted upon. These effects, further- 
more, must vary greatly depending on the kind of editorial 
lead-in! 

Psychologically something (measurable!) must occur when 
a viewer is left hanging on a cliff, heroine about to be done 
in, just prior to a one-foot fade for a dessert commercial. 
Whatever this measurement turns out to he, it must be dis- 
eernibly different from the frame of mind we leave this same 
member of our audience in when we take off from / Remem- 
ber Mama or Groucho and get into the sales message. When 
we don't leave the program at all, except in subject matter, 
and use the star of the show to deliver the copy — other things 
worth knowing must happen. Completely different things. 

Not only is the climate of the show of vital interest to the 
advertiser but so, loo, is (he climate in which the show is 
viewed. If all the adults walk out of the room the minute the 
moppet program begins, I dare say it is not quite as happy a 
vehicle as one (such as Lassie) in which the adult> join the 
youngsters. 

These questions 1 raise can have no categorical answer, to 
be sure. They will vary by product, by program, by commer- 
cial. Hut some general clues would certainly he of help in 
this costly game of chance which buying a tv program has 
heroine. Meanwhile, all we have to go on is hunch and this 
makes yon feel a little like the greeting card rhymer in 
"Three Men on a Horse." 

(Editor's note: For previous SPONSOR articles on this sub- 
ject see ''Can the mood of a program — especially a tense and 
serious drama-- put the audience in the wrong frame of mind 
for recepti\ eness to selling?" 15 November 1951. page 61. 
and "Does your show reach people — or customers?"' 18 
October 1951, page 38.) 
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. . . more than twice its nearest competitor. Here in Beef Center, 
U.S.A., where more than a million beef cattle met their reward in 
19f>4, the second biggest occupation is listening to WlIB's brand 
of music, news and ideas. 10,000-watt WI1B packs in 43.;V? * of the 
Kansas City audience (all-day average). The second station has 
only 17.4%, less than half as much. 

Thus, W1IB dominates this tremendous market with a decisiveness 
characteristic, of the Mid-Continent formula. It happened first in 
Omaha, next in Xew Orleans — and now in Kansas City. 

Discuss the stakes with John Blair, or WIIB General Manager 
George W. Armstrong. 

'UOOI'Eli RADIO lS'DEX—7 a.m. to G p.m., MmuJay Frulay, lhc. 195 i .Inn. i.0.5,5. 



CONTINENT BROADCASTING COMPANY 



President: Todd Srorz 

KOWH, Omaha WTIX, New Orleans WHB, Kansas City 
Represented by Represented by Represented by 

H-R, Reps, Inc. Adam J. Young, Jr. John Blair & Co. 




10,000 watts on 710 kc. 
Kansas City, Missouri 





OUR NEW YORK COLONEL! 




f 





BE MOVING SOON! 



On March 5, our New York office will move to larger 
and completely "tailor-made" quarters in the entire 18th floor 
at 250 Park Avenue. It's located closer to many of you 
agencies and advertisers and will enable us to give you better, 
faster service than ever before. There will be no change in our 
telephone number — Plaza 1-2700. 

After many months of searching, planning and "doing" — we 
believe this will be the most efficient set-up in the broadcast 
representative business. J. Gordon Carr, who recently won several 
outstanding awards for office design, helped us immensely in 
the job — as did Thompson & Barnum, architects for the building. 

Our radio division — our television division — are each 
laid out for optimum access to its own data files and 
information libraries — to our traffic-avail center with 
Western Union printers and TWX machines — to the incoming and 
outgoing mailroom. 

Then — we can invite you agency and advertiser groups 
(up to 50 of you at one time) to hear playbacks of the best 
in radio programs broadcast by the stations we represent — to see 
film or color TV, as broadcast by the TV stations we sell. 

As soon as the last electricians, plasterers, air-conditioners 
and painters have folded their tents and departed, we hope 
you will honor us with a visit. 




REE & 




ETER 



INC. 

Pioneer Station Representatives Smce 15)32 



YORK CHICAGO ATLANTA DETROIT FT, WORTH HOLLYWOOD SAN FRANCISCO 




Era oi truly personal radio 

"Wo ore entering an cm when men 
ami women will earn a Iruh portable 
ladio on their person as normal]) a> 
lhe\ now carr) their keys or a pocket 
comb," Kevin Sweeney, president of 
BAB. told the Salt Lake City Advertis- 
ing Club recenll), 

"Within two years, portables can be 
selling at a five million sets-per-year 
clip; in a decade at double that rale. 
Tin- could boost radio s ont-of-hoine 
audience alone to higher levels than 
our present total listening." he said. 

Lamenting the failure of many ad- 
vertisers to recognize and take advan- 
tage of radio's new position outside the 
living room. Sweeney pointed up the 
importance of remembering that: 
• ''Radio listening is becoming al- 
most completely personal -no longer 



nearly here, s€iijs Sweeney 

do "roups of people listen. 
• "Radio li>tening is done as people 
do something else wash dishes, drive 
automobiles or eat." ★ ★ ★ 

Three WISS d.j.'s ranked 
« tit oik; top five in Sew York 

Three of the top fi\e New York disk 
jockeys are on WINS, New ^ ork. ac- 
cording to a stud\ made by Teen-Age 
Survey. The poll, conducted among 
7,000 teen-age high school students, 
j »Lit WINS' Alan Freed. Jack Lae\ and 
Brad Phillips in the top-five category. 
According to W INS. the most surpris- 
ing thing about the survey was Freed's 
popularity. The station said he had 
been on the outlet only four months 
when the survey was made. 



IVffLJf yoes Snlltinie. 
moves into new huildiuy 

WULM, Bloonislnirg. Pa., owned by 
I fai n L. Magee. head of the Magee 
Carpet Co.. has been operating a< a 
da\ time-only outlet for the past seven 
year.-. Hut a couple weeks ago the 
station ( 1 I changed it.* frequenc\ from 
090 to 550 kc. (2) began fulllime op- 
eration and (3» moved into its own 
two-story building located on a land- 




Magee (\.\, R. R. Williams, mgr., at transmitter 

scaped hillside by a mountain stream. 

Victor C. Diehin. management con- 
sultant for the station, said. "Like a 
footprint on the sands of lime. WULM 
lovers a quality market in Pennsyl- 
vania's Susquehanna Valley, just as a 
Magee Carpet covers a quality market 
throughout the United States." * * * 



WTOI* wurniny to admen: Don't project in-city audience ratinys to other areas 



\ ou ( an t project in-city ratings 
to other areas reached bj a sta- 
tion's signal. That's the theme of 
a booklet recenll) prepared by 
WTO P. Washington, for advertis- 
ers and agencies. 

Despite efforts to set up formu- 
las in the past. by which some re- 
searchers sought, to project in-city 
share-of-audience percentages to 
all the counties surrounding the 
city. WTOI' stales that such fig- 
ures can't be accurate. 

Mere are some verbatim ex- 
cerpts from the booklet: 

!• A broadcasting station may 
claim to have reception on all sets 
within a 0.1 niv engineering con- 



tour, It 
bililv. 



an engineering poss 



It is not an engineering po«si- 
bilit) in area- within a 0.1 niv 
contour where local terrain may 
eliminate the signal altogether. 

— ■ \ station's share-of-audience. 



established by studies in a given 
area, cannot be applied to any 
other area because of differences 
in audience composition and the 
proximity of different groups of 
stations. 

WOrking habits, types of occu- 
pations, per capita income, local 
interests, etc., all make each area 
a separate entity. 

>l' The farther away from a test- 
ed area that a share-of-audience is 
projected, the more distorted the 
result becomes. 

To project a share-of-audience 
stud) from a tested area to the full 
extent of a 0.1 niv contour is like 
adding horses and rabbits and try- 
ing to come ii]) with one animal. 

!• \gencies and clients are pre- 
vented from knowing the actual 
viewers and the actual cost-per- 
1.000 when the share-of-audience 
total is arrived at by inaccurate 
projection and used as a base fig- 
ure. 

•"»• Afieiwies and clients are led 



farther awa) from actual viewers 
and actual cost-per- 1,000 when 
current set sales within a 0.1 mv 
contour are continually added to 
total sets in a tested area. 

<»• It is possible that 12 to 14 
stations may include the same one 
county within their 0.1 mv con- 
tour areas. 

It is possible with an inaccurate 
share-of-audience projection on the 
part of each station that their to- 
tal claims may indicate 70.000 to- 
tal v iewers in the count) whereas 
the Bureau of Census may report 
only 10.000 people living in the 
count) 

7. Most major radio stations 
can show at least a three-to-one 
ratio in their favor by comparing 
total radio sets vs. total telev ision 
sets within 0.1 mv contours. 

A radio share-of-audience pro- 
jection to a 0.1 mv contour would 
be just as distorted as would a 
television share-of-audience pro- 
jection to a 0.1 mv contour. * * * 
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A veteran farm radio-television ad- 
vertising man. S. W. (Bill) Brown Jr., 
told M'o.NSoll that he is resigning from 
Gardner Advertising Co. effective 1 
March. Brown was radio-tv account 
executive for Halstond'urina Co. (Pur- 
ina Chows t at Gardner. Before join- 
ing the St. Louis agene} he was an 
independent radio producer, producing 
the Eddy Arnold show for the Ralston 
Purina Co. for man) years. His radio 
career began in 1935 as farm news 
man for KWTO, Springfield, Mo. 
* # # 

Here's the first picture ever made of 
the new king-size bottle of Coca-Cola 
being televised. The telecast featuring 
the new 10-onnce bottle of Coke was 
on WBNS-TV. Columbus, Ohio, on 
that station's Touring the Town pro- 
gram. Shown in the picture are Jor- 
dan Barlow of Robinso!i-Hanna»an As- 




sociates, Inc., Coca-Cola's public re- 
lations counsel, and Jeanne Shea, wom- 
en's editor of WBNS-TV. Columbus is 
I he first market in the country to get 
a test campaign for the large Cokes. 
Other markets, now being added, in- 
clude Boston, Detroit, San Francisco. 
* * * 

Immediately after Steve Allen an- 
nounced on a recent Tonight show 
(NBC TV) that he'd be broadcasting 
from Dayton this month, the WLW-D 
(tv), switchboard started to buzz. Hun- 
dreds of viewers called the station in 
an effort to reserve seats to the show. 
Before Allen had gone off the air for 
the night, all 2,400 seats to the audi- 
torium w here the broadcast was to be 
held had been taken. Arrangements 
for the Tonight show to originate from 
Davton were made by the Dayton Ad- 
vertising Club, host to the fifth district 
comention of the the AFA. * * * 



According to the most recent ARB report (Oct. '54) 

IrVMCT, Memphis, is 
preferred by viewers 
more than two to one 

between 6 P.M. and 10:30 P.M. 

■ of the total of 

126 owte horn 

between 6 P.M. and 10:30 P.M. 

WMCT has 87 
top rated periods I 




Out of the first 1 5 top-rated 
television programs in Memphis, 
WMCT carries 1 1 



You Bet Your Life 
Fireside Theatre 

Big Story 
Favorite Story 
Cisco Kid 
Robert Montgomery 
Kraft Theatre 
Life of Riley 
Lux Video Theatre 




Here is overwhelming 
testimony of WMCT's 
leadership in the 
Memphis market. Such 
a rating dominance is 
vitally important to 
you in reaching the 
largest audience -- 
over 325,000* TV 
homes in the Mid- 
South area. 

*As of January I, 1955, 
according to latest dis- 
tributor's figures. 



WMCT 

MEMPHIS' FIRST TV STATION 

NOW 100,000 WATTS 




NATIONAL REPRESENTATIVES 
THE BRANHAM CO 



I 



Owned and operated by 
THE COMMERCIAL APPEAL 



AFFILIATED WITH NBC • ALSO AFFILIATED WITH ABC AND DUMONT 
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CAKES 



<PO\X>R: Omar Baker* AGENCY: Direct 

C VPSl LE CASE HISTORY: For Mother $ Day the Omar 
Bakeries advertised a special cake on their Omar Weather 
Proliant. Monday through Friday at 5:10 p.m. No other 
advertising was used. The) received 80 telephone orders, 
which meant 80 new route j>rospects. The cakes actually 
sold out in advance in the grocery stores and jor the first 
time in this area grocers had to reorder from Omar. 

\M10-T\. De~ Moines, la. PROGRAM : Omar Weather Po-jam 




JEWELRY 



SPONSOR: Jordan* Jewelers 



AGENCY: Direct 



CAPSULE CASE HIS TORY: Starting with one 10-second 
announcement a week in November 1953. this jewelry 
shop increased its schedule gradually until it began spon- 
soring Amos 'n* Andy on Thursdays from 10:30 to 11 
in the jail oj 1954. At the end oj 1954 the books showed 
that aross business had increased 44T over 1953. In 
addition Jordan's was first in the city in sale oj Sunbeam 
Appliances, liulova watches and General Electric radios. 
Show costs $235 per week. 



KVTY, Sioux City, Iowa 



PROGRAM: Amos V Andy 



USED CARS 



SPONSOR: DeSoto Plymouth Dealer 



AGENCY: Direct 



C\PSULE C:\SE HISTORY: A DeSoto-I'lymouth Dealer 
in Albany, \. >'., sold seven out oj the 10 ears he showed 
on a, "live" commercial over WTRL The cars ranged in 
price from Si 69 to $2,200 and were shown in daily par- 
ticipations on the Forrest Willis Show, 3-4:30 p.m. every 
day. IF ill is hosts a movie with cutouts jor commercials. 
The cost jor 5 spots a week is $95. The success oj this 
dealer has aroused the interest oj other car dealers in the 
area,, one oj whom had insisted that there is no substitute 
for the real thing. 

WITH, Albany PROGRAM: Forrest Willis Show, participations 



TULIP RULES 



SPONSOR: Condon Brothers Seedsmen 



AGENCY: Direct 



CAPSULE CAM- HISTORY : A seed company found they 
were oversupplied with Dutch Tulip Bulbs at the end of] 
the season. To move them they bought five participa- 
tions on Helen Bale's Tv Kitchen over W REX'TV in 
Rockjord, III. The complete supply was sold out in five 
days and owner Leonard R. Condon reported responses 
jrom people 50-60 miles away. The cost oj the campaign 
was $285. 



W REX TV, Rock ford, 111. 



PROGRAM: Tv Kitchen 



CARPETS 



SPONSOR: Pettijohn's Floor Coverings AGENCY: Direct 

CAPSULE CASE HISTORY: Mr. Petti jolm, the owner 
oj a carpet store, delivers his own commercials on Hop- 
along Cassidy each Thursday at 6 p.m. He attributes his 
astounding success to llopjry's popularity and the infor- 
mality of his commercial messages. "We certainly have 
had good results," he says. "Why, on one day following 
our show we made more than $3,000 worth of sales at- 
tributable to the program." Time eharge jor each pro- 
gram is $164.35 on contract. 

KPHO-TV. Phoenix, Ariz. PROGRAM: Hopalong Cassidy 



PETS 



SPONSOR: Sevier's Pet Center 



AGENCY: Direct 



CAPSULE CASE HISTORY: Participating on Hospital- 
ity House jrom 5-5:30 over KSBW for 13 weeks, Sevier's 
Pet Center grew from just another pet shop to fourth in 
pet supply and food sales in California. The very first 
show brought over 200 letters and eards — some were com- 
ments on the show, some were entries into a contest and 
others were inquiries about advertised products. All the 
pets offered jor sale or free were spoken jor within one 
half hour after the show. Cost per half hour $99. 



KSBW-TY, Salinas, Calif. 



PROGRAM: Hospitality House, 
participations 



FUR COATS 



SPONSOR: Littman Fur Factories 



AGENCY: Direct 



CAPSULE CASE HISTORY: In the midst oj declining 
fur sales last spring, Arthur Littman, president oj Litt- 
man jur factories,, reported that his firm has been making 
gains. lie believes that his semi-weekly 15-miniite tele- 
vision program. Fur Goodness Sakes, is responsible. On 
the program Littman explains the construction oj furs 
and constantly repeats that jur is more economical than 
cloth in the long run. The firm had its best November, 
December and January sales in its history last, year. Sale 
ajter sale has been traced to the program. Littman finds 
tv an ideal medium because "it shows the customer ex- 
actly wlutt she will get." Cost, $156 plus talent, 
WOK.Y-TV, Milwaukee, W ise. PROGRAM: Fur Goodness Sakes 




WSAZ-TV by 3 to "I 
in Hooper Night-ti me Average 



Average 74% share of the HUNTINGTON-CHARLESTON television 
audience, Sunday through Saturday, 6:00 PM-12:00 Midnight, ac- 
cording to measurement by C. E. HOOPER, INC. , October 1954. 

HOOPER TELEVISION AUDIENCE INDEX 

SHARE OF TELEVISION AUDIENCE OCTOBER 1954 



TIME 


TV SETS 
IN USE 


WSAZ-TV 


STATION 
B 


STATION 
C 


MON. THRU FRI. 
7:00 A.M.-12:00 Noon 


17 


71 


50* 




MON. THRU FRI. 
12:00 Noon-5:00 P.M. 


17 


53 


47 




SUNDAY 
12:00 Noon-6:00 P.M. 


37 


78 


22 




SATURDAY 
7.00 A.M.-6:00 P.M. 


21 


70* 


30* 




MON. THRU FRI. EVE. 
5:00 P.M.-6:30 P.M. 


33 


73 


27 


1* 


SUN.-SAT. EVE. 
6:30 P.M.-10-.30 P.M. 


56 


71 


27 


2* 


SUN.-SAT. EVE. 

10:30 P.M.-12:00 Midnight 


22 


82 


23* 


1 



INMDUAL E^ENINPS 


6:00 P.M.- 


12:00 Midnight 


Share of ' 


"V Audience 


TIME 


TV SETS 
IN USE 


WSAZ-TV 


STATION 
B 


STATION 
C 


SUNDAY 


47 


67 


33* 


2* 


MONDAY 


45 


73 


28* 


1* 


TUESDAY 


44 


75 


23* 


2* 


WEDNESDAY 


46 


76 


25* 


1* 


THURSDAY 


46 


80 


19* 


1* 


FRIDAY 


47 


74 


26 


1* 


SATURDAY 


47 


70 


28 


2* 


SUN. THRU SAT. 


46 


74 


26* 


1* 



"Shore of Television Audience" repre- 
sents the proportion of the total televi- 
sion oudience looking at a particular 
stotion. Base for "TV Seti-in-Use" is total 
TV-owning homes. 



*The obove measurements are od- 
justed to compensote for the fact 
thot the noted Television Stations 
were not broodcasting all hours dur- 
ing day-port. 



Huntington-Charleston, 
West Virginia 



CHANNEL THREE 
1253' Antenna Height 

Basic NBC Network 
21 FEBRUARY 1955 



Also offilioted with Radio Stations WSAZ, Huntington 
WGKV, Charleston 
lowrence H. Rogers, Vice President ond 
General Manager, WSAZ, Inc. 



Represented nationally by 

KATZ 



T E L E V 




O N 
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Sell the Nation's 
14th Largest Market! 

. . . use WGR's 
Salesmen of the Air 



MUSICAL CLOCK 

Storring John losceiles 
6:30 - 9:15 AM — Mon. thru Sat. 
Buffalo's oldest service-type woke-up 
progrom. Music, time, weolher, 



Helen Neville Show 

2:10 - 2:30 PM Mon. - Fri. 
Hints ond News for women from 
BufTolo's outstanding homemoker's 
counselor. Live oudience. 



PLUS 

Outstanding 5 and 10 minute 
News ond Weother Spots 




Buffalo's FjRST RADIO Station 
Hotel, Lafayette 
Buffalo, N. Y. 

NBC Basks Affiliate 



Representatives: 
FREE AND PETERS 




{Continued from page 21 I 

numities in metropolitan center*, and with Negro eoriununi- 
tics through the deep South. In recent months, however, 
these tunes?, too (very substantially sapolioed) have swung 
over into the broadest kind of popular acceptance. 

Here. too. the songs originated as hits on small r-&-b rec- 
ord labels, performed for the most part by Negro artists and 
groups. And here, too, these tunes are being covered at an 
accelerated pace by the nation's leading singers on major 
record labels. Perry Como% current hit. for example, is 
"'KoKoMo," a song of this genre, started in the manner out- 
lined. Teresa Brewer's newest hit "Pledging My Love*" was 
originally sent on its way to hitdom by a young Negro named 
Johnny Ace, who killed himself playing Russian Roulette 
just before his record was released. The McGuire Sisters' 
newest hit is another r-&-b song. "It May Sound Silly." 

The authenticity of these trends cannot he seriously ques- 
tioned, for records offer as accurate and rapid a barometer 
to public tastes in entertainment as anything yet devised. 
A new type of song, a new type of performance hits the mar- 
ket, and if a million people go out and lay 98c on a counter 
for a copy, that's irrefutable evidence. When those people 
continue to buy one. then two, then 10, then a score of records 
ol a certain type, lad, you've got a trend. 

To sponsors and their advertising agencies ever on the 
prowl for talent and shows with fresh, new, dynamic audi- 
ence appeal a careful study and proper harnessing of these 
trends may have great value. I hasten to point out that it is 
my opinion that the twangiest of the hillbillies and the most 
ill-constructed of their songs will never hold attraction for 
any substantial portion of the urban audience. Similarly, I 
do not believe that the most raucous of the r-&'-h performers 
or the least disciplined of their songs can ever hold a con- 
tinuing grip on big city listeners or viewers. 

I do believe, however, that out ol both these fields will 
come performers who develop their talents along the same 
lines as the most successful of the songs are gradually devel- 
oped. Which is lo say that these performers will work in a 
style which carries y message to the hearts of the country 
folk yet with ju>l enough refinement to reach and hold the 
universal audience. Perhaps the Red Foley >how on the 
ARC TV network will move in thi> direction, or the NBC TV 
Tennessee Ernie da) lime -trip, or the new Eddy Arnold tv 
film scrie>, or the CBS Radio Vahalia Jackson show. 

And I'm equally convinced that the sponsor who latches 
on lo them will aehiew a most important selling job. * * * 
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SPONSOR 



WKROTV 



316,000 watts 

on Channel 12 



MAXIMUM POWER 




CINCINNATI, OHIO 



MAXIMUM POWER 




WTVN-TV 



100,000 watts 

on Channel 6 columbus, ohio 



Don Chapin 

Mgr. New York Office, 

550 Fifth Avenue 



Ken Church 

National Sales Manager 



REPRESENTED BY THE KATZ AGENCY 
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So There You Are 



And there he is, right where he belongs, in the TOP TEN 
and getting bigger every week. 

The George Gobel Show on the evening of January 8 was 
seen in 13, J 84,000 homes, according to the latest Nielsen 
Reports. 

You ean't very well eall him Lonesome George, either — 
he's surrounded by friends from N BC. ()l the ten evening 
programs that drew the greatest audiences, NBC has 
six — twice as many as the second network. One of them 
was the Max Liebman Speetaeular "Good Times," whieh 
reaehed 12,596,000 homes to maintain the consistent 
Top Ten ratings that the NBC 90-minute color shows 
are aenieving. 

And the highest rated show of all during the two week 
period was an NBC Special Event — the Rose Bowl 
Game, This New Year's Day feature won a rating of 55.5 
and was seen in 17,072,000 homes — the largest audi- 
ence ever to witness a sports event. 

In the daytime the pattern was the same . . . impressive 
new achievements by NBC shows. Pinky Lee's latest rat- 
ing is 15.6, highest in its history; World of Mr. Sweeney 
seored 11.3, in its first Nielsen rating; Modern Romanees 
reached 10.9, another peak mark. In all, 6 NBC daytime 
programs vaulted to new highs. 

And "Tonight" wrapped up each broadcast day by 
delivering advertisers an average of more than a million 
homes for eaeh half-hour segment. 
So There You Are! 



Exciting Things Are Happening On 





NBC Shows in the Top Ten 



Television 



Croucho Marx— You Bet Your Life 
The Buick-Berle Show 
Dragnet 

The George Gobel Show 
1955 Variety Show 
Max Liebman Presents "Good Times" 



14,262,000 homes 
13,248,000 homes 
13.18S.000 homes 
13.1S4.00O homes 
13,165,000 homes 
12,596,000 homes 



a service of 



An NBC Special 

Kosebowl Game 17,072,000 homes 

Source: Xiclseu first January report. 1955 
All data verified by A. C. Xielsen Co. 



TALENT LAZY 

[Continued from page 35 > 

>ellinjr v>n telev ision is the so-called 
j-tar of t lie show. When Grout ho Marx 
tell> his viewer- to »av. ''Gioucho sent 
me." the) >av. "Grout ho sent me" in 
thousands of car dealerships through- 
out the conntrv. Ed .Sullivan is an- 
other oh\ ious example of lug-name 
celling. 

Robert (). Lewis has mam sponsors 
and he takes them all seriously. I hn\ e 
never met a man of this calibre who 
works so hard preparing for, and per- 



forming in. commercials with ihe one 
purpose of doing a good job for the 
advertisers who pay Ins way. He is 
not onlv a top performer, but a crea- 
tive advertising thinker. Same goes for 
Garrv Moore. I his kind of coopera- 
tion pavs off all around. 

Art Linkletter is another who will 
go out of his way to do the best job 
possible for bis clients. I have seen 
him willingly make test kinescopes to 
try out new copy ideas, and offer his 
own suggestions for improvements. 
He's a solid enough name to survive 



without beins 



such a nice guv 



but h 



also a small businessman. 

Adolph Menjou and Douglas Fair- 
banks have made the products they 
sell genuinely appealing. Dave Garro- 
way. Steve Allen and Jack Paar do a 
wholesale job on many advertisers and 
somehow manage to get a little of 
themselves into every pitch. 

The list is long and its getting 
longer — stars of the show whose au- 
thority and stature are called upon to 
do an honest and effective selling job. 

One caution: Getting the star of 
A our show simplv to say nice things 
about your product may not be 



CITY & 8TATE 



f. Veic stations on air* 



CALL CHANNEL 
LETTERS NO. I 



ON-AIR 
OATE 



I ERP (kw)' 
Visual 



Antenna 
(ft)"' 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 
1 000) 




PERMITEE. MANAGER. REP 



DOTHAN, Alo. 

FAIRBANKS, Alosko 
FAIRBANKS, Alaska 



CITY L 8TATE 



WTVY 9 

KFAR-TV 2 
KTVF 11 



27 Feb. 

1 Mar.- 
1 Mar. 



3 550 NFA 

15 -70' ABC, CBS KTVF NFA 
11 -515 KFAR-TV NFA 



Ala-Fla-Ga Tv Int. Rep: Clarke Bro* 

Co. (Southeast):: 
Charles Woods, pres. 
J. T. Thrower, v.p. 
Mel Wheeler, gen. mgr. 
Milt R, de Reyna Jr., asst. mgr. 
Midnight Sun Bests. Co, Rep: Weed T 
Mrs. Robert Klnsey, pres. 
Alvin 0. Bramstedt, gen. mgr. 

Northern Tv Inc. 

A. G. Herbert, pres. 
1. M. Walden, v.p. 

B. J. Gottstein. tres. 



II. New construction permits* 



CALL CHANNEL 
LETTERS NO. 



DATE OF 
GRANT 



TARGET DATE 



'ERP (kw)" 


Antenna 


STATIONS 1 


| Visual 


(ft)"* 


ON AIR 



SETS IN 
MARKETt 

(000) 



PERMITEE. MANAGER. RA010 REP 



MAYAGUEZ, P. R. 
SAVANNAH, Go. 



WORA-TV 



WSAV-TV 



27 Jan. 



26 J< 



Unknown 



Unknown 



l'/j 1,990 



NFA 



30 370 WTOC-TV 56 vhf 



Radio Americas Corp. Radio rep: Melchni 

& Guzman 
Alrtdo R. de Arellano Jr., pres. 
Reinaldo M. Dupont. asst. mgr.-eom. m»r, 

WSAV lne. Radio rep: Blair 
Harben Oaniel. pres. & gen. mgr. 
Catherine M. Oaniel. V.P. 
Oonald K. Jones, v.p. -com. mgr. 
Meredith E. Thompson, see. -tres.. ehiet eno 



i 
S 



III. IXviv applications 



CITY & 


STATE 


CHANNEL 
NO. 


DATE 

F1LE0 


ERP (kw)" 
Visual 


Antenna 
(ft)"' 


ESTIMATEO 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT, AM AFFILIATE 


GOODLAND, 


Kan. 


10 


3 Feb. 


205 kw 


580 


$286,750 


$130,270 




Goodland Btstg. Co. Station KWGB 
James E. Blair, Sole owner 



BOX SCORE 



l .S. stations cm air 
Markets 'Oi t'rril 



■ l.'iO I'ost-jrcrze commercial c.p.'s 
2.">7 Grantees on air 



',122 



I S. tv sets ( 1 Jan. '55) 
I .5. tv homes < 1 Jan. '55) 



Mtoth nw e.n ami station-, (rolnji on the ;ilr listed here are those which orcttrrotl between 
31 Jan and 1 r, J^on. or on which information could ijc obtain**! In (lint period. Stations are 
ooruldered to be on Uia air when commercial operation nana. •"BlTerUvc radiated power. Aural 
tower usually ii one-half the visual power. ""Antenna heU'ht above average terrain (not 
abore around!, t Informal ion on Uie number of leU In markets where not designated as being 
from NBC Research, coruliU of eitlmaica from the stations or repi and mult be deemed approil- 
nal«. IData from NUC Research and 1'lannlng. Percentages based on hornet with leti and 
home* In tT coverage areai are considered approilmatf ly. «ln moct rase*. Uie representative of s 



radio station which I: granted a e n. also represents the new er operation. Since at preaatlme 
It li cenerauy too early to conflrm tv representatives or most eranleei, SPONSOR lists th* 
■•pi of the radio ititloni In thli column (when a radio station hu been given the it truth 
NFA : No figures available at promime on «ot« In market. 

'This number Includes grants to pcrrnltees who have since surrendered their cp.'s or who bars 
had them voided liy FCC. a S<>ld In combination ullli WHAll-TV, Pensaeola. 11a . and VVJTISij 
TV. Panama City, Flo "Test paltern «cnt on air 2 1'cb. Call letters formerly were KF1P, 
Mt.S ft. above ground. 6 IC5 ft. above ground. 
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WBRE-TVs Pt 




makes it an 
NBC Network 




Now First Million Watt 
Station in the Nation! 

Serving 2,000,000 Population! 

Verified Set Count 225,000! With a ful1 schedule of nbc shows . . . out 

standing local shows . . . news and sports 

Stop . . . and consider that now you can coverage of local, regional and national in- 

cover the entire Northeastern area of Penn* terest, WBRE'TV is the "basic station buy" 

sylvania with the Nation's most Powerful in this thickly populated industrial-agricul' 

Station ♦ . , WBRE-TV ! ! ! tural market. 




- TV Ch. 28 Wilkes-Barre, Pa. 

. A a ^Hk National Representative 

AN fgl © © BASIC BUY! The Headley.Reed Co. 



enough. Or. as one research organiza- 
tion puts it. "Unless personalities can 
and will handle the commercial prop- 
erly, it can be a negative rather than 
a positive influence." Meaning that 
your famous salesman should sell the 
same copy line a straight announcer 
would follow. Capture the star's style 
and personality in copy, yes — but. if 
possible, he should demonstrate the 
product. He should offer the same 
proof of its superiority as that offered 
in other media. His presence in the 
commercial is no substitute for the all- 
important campaign plan, but definite- 



ly a healthy boost for the cause. The 
one or two famous names who still in- 
sist on spitting at what "the agency 
boys sent over" should soon awaken 
to the fact that their admitted success 
with this unusual twist on selling has 
been marred recently by competition. 

If Groucho can go on location for 
the purpose of making commercials, 
if Linkletter can stay after hours to 
make sample kines. then you are not 
asking too much of your star when 
you urge him to put his name and his 
force behind established selling meth- 
ods. \o tv personality is more impor- 



tant lo you than your product, and if 
it cannot be sold properly by the star, 
then it should be sold properly by a 
man or woman hired for the purpose. 

Talent selection for television com- 
mercials requires a rare combination 
of skills, and 1 admire those with the 
knack. For these are the questions 
which concern them: Will the an- 
nouncer be accepted by the greatest 
number of viewers? Will he (or she) 
seem at home with the product? Will 
this person, without distracting by an 
ovcrh-nicc personal manner, demon- 
strate and register properly the main 
selling points of the product? 
| Here are a few suggestions if you're 
starting from scratch lo search for 
male or female talent for use in more 
than just an occasional spot. 

!• Look for a type who is personal- 
ly/ likeable, even when he is not per- 
forming. Pick him like you were 
picking a son-in-law — and this time 
you have something to sa\ r about it. 

2. Beware of the smoothie. He is 
, conning only himself. 

3. Me sure the candidate has suffi- 
cient experience to insure you against 
a nervous freeze-up. 

•I- Match his age bracket to the age 
appeal of your product. 

5. Look for a ty pe who can memor- 
ize speedily and whose eyesight is ade- 
quate to read a cue card in case of 
last-minute changes. 

(Any weekly on-camera announcer 
who has to rely completely on prompt- 
ing devices for a one-minute commer- 
cial is just plain lazy.) 

Self-confidence is second in im- 
portance only to humility. No an- 
nouncer should talk down to a camera 
or it's bound to up-end him. 

7. Encourage suggestions on the 
part of the talent as regards ihe com- 
mercial eop\ but not to the extent 
where a serious issue may delay a 
rehearsal. The copywriter working 
with the talent a dav or two ahead is 
the best arrangement. The better they 
get to know one another, the less fre- 
quent these meetings will have to be. 

8. Ueware of talent who try to di- 
rect their own rehearsals. The com- 
mercial director is constantly working 
against time and cannot be bothered 
In prima donnas. 

Be certain this person is thor- 
oughly familiar with y our product. By 
exposing him to the full story you'll 
find it easy to test his enthusiasm for 
what he about to sell. And complete 
familiarity on his part helps him un- 




IT'S "WINDY" IN CHICAGO, TOO! 

\ es. \\ IM»Y">> just as welcome as could he on Michigan 
Avenue! And this popularity is his just due — because as 
Windy says. "Time buyers from far and near, now know — 
KTVH is tin- advertiser's delight." 

Let successful folks lead the way and KTVH will reach 
more people per TV dollar — for von! 

COVERS CENT HAL KAISSAS 



r 



VHF 

240,000 
WATTS 



4 



KTVH 

HUTCHINSON 



CBS BASIC — DUMONT 

Represented Nationally by HR Representatives, Inc. 




KTVH, pioneer stilt ion in rich Central Kansa*. serves more than I t important 
communities hesides Wichita. Main office and studios in Hutchinson : office 
arid studio in \\ ichita ( Hotel La~>cn ). Howard 0. I'elerson. General Manager. 
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let's see who's 

DOMINANT 



in the Portland — Maine — Market 

During the 7-day period November 15-21, 1954 PL LSE measured the television audience in the 14- 
county (*) service area of WCSH-TV, producing comparative ratings as shown on the graph Lie- 
low. Hours indicated are within period when all three vhf stations in the area were telecasting. 



IN ADDITION: 

10 of the top 15 once-a-week 
shows are on WCSH-TV 

★ ★•**★* 

8 of the top 10 multi-weekly shows 
are on WCSH-TV 



NBC— DUMONT 
Affiliate 



"PULSE" 
RATING 

35 




5- 



TIME (P.M. - MON - FRI.) 




I*) Maine counties: Androscoggin. Cumberland. 

Franklin, Kennebec, Knox. Lincoln, Oxford, Sagadahoc, York. 

New Hampshire counties: Belknap. Carroll, Coos, Strafford. 



WEED— TELEVISION 
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der.~tand hi? copv do a hetter job. 

I 0. Don't skimp mi rehearsal time. 
When \ou know in vour heart 
you ha\e found vour announcer, pro- 
mote him (or her) throughout jour 
organization. Consider arranging his 
appearance at >ales meetings, conven- 
tions, and other gatherings. 

Hut should \ou start from scratch 
by searching the unknowns? That is 
a question onl\ \ou can answer. If 
you have a star of the show, his co- 
operation, as we mentioned, can he 
invaluable. If uni have a hunch one 



of television's present well-known an- 
nouncers would be ideal, his other 
commitment? rule Inm out. 

If. on the other band, you feel that 
a new face is desirable— one that 
would be exclusively \ours as tv 
spokesman for your company and 
vour products this plan, too, can be 
rewarding. \ ou can even allow Your- 
self two or three wrong guesses until 
you bit the person that, to you. has 
ever) thing. 

And you'll know it. the moment it 
happens. * * * 



For tho Long Haul 
ortha Short Haul 




UsqWIBW-TV 



No matter how you use television, WIBW-TV 
delivers your sales message to 1 35,364 TV homes 
in 44 counties in 3 states. 

And what a market! (The construction of trans- 
portation equipment alone puts more than $36 
million into the pockets of our viewers) . . . and 
that's only 2.7% of total income in WIBW-TV 
Land. 

Put in your reservation for space on this non-stop 
express to big buying-power. Get aboard To- 
peka's only TV station— WIBW-TV. 




CBS— DUMONT— ABC 
Interconnected 



Ben ludy, Cen Mgr. 
WIBW 0 WIBW-TV in 

TOPEKA, KANSAS 

KCKN in Kansas City 



COKE'S NEW LOOK 

{Continued from page 41) 

mosphere. color, cuteness, all were as 
important as the literal message itself: 
here was a singing commercial which 
in itself was entertainment. It is not 
only a question of raising the whole 
level of singing commercials through 
such treatment, but of actually produc- 
ing a better sales instrument. 

In Coca-Cola's case, Carpenter says, 
.-uoti a sophisticated approach becomes 
even more than normally attractive be- 
cause of the simple fact that there is 
little that can be said about the prod- 
uct that people don't already know. 
Essentially, therefore, the ad job today 
"is to re-establish in modern times the 
identity of a unique product and a 
soft drink leader. ' 

Although Tom Carpenter wrote the 
h ric. be went outside the agency for 
the music. Composer was Ben Lud- 
low, who was given time to assimilate 
Coca-Cola ad thinking. Carpenter 
stresses that such an educational proc- 
ess is essential if a singing commercial 
composer is to achieve something bet- 
ter Uian average. It is not enough, be 
is convinced, for an agency to band a 
1) ric to a jingle-smith and tell him to 
tome up with a tune. Only by study- 
ing the ad approach very careful!), 
can a composer successfully achieve 
through the character of his music 
what the agencv is after ad-wise. 

Basic in this thinking is the belief 
that the music as such can have an ad- 
vertising impact, by providing the 
product with a series of pleasant emo- 
tional associations. Tune, tempo, ar- 
rangement and final production all 
must be in keeping with the spirit of 
the whole ad campaign. 

/t iiiuin fed tv version: The musical 
commercial will serve as an integrat- 
ing instrument for the two air media. 
For tv, animation has been decided 
upon as the visual technique accom- 
panying the song. Carpenter cites the 
following reasons: 

• It proved to be difficult to bring 
out the "spirit"' of the product through 
live action. 

• Animation turned out to be the 
only practical way to achieve fast mo- 
tion, rapid change of scene, symbol- 
ism. 

Two one-minute spots are now in 
production, are expected to be ready 
for showing this month. But more 
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Bosco 

(You know Bosco 7 that good fortifier chocolate) 

really 

dropped into V the mouths of moppets 

Indianapolis in '54 



i 



Two announcements a week 
on Chuckwagon Tales / (our early eve. film series) 
upped 

retail food chain sales j 198% 

^ that's 

198%! 




WFBM-TV • INDIANAPOLIS • National Representative: The Katz Agency 



Affiliated with 

WFBM-Radio, WEOA Evansville, WFDF Flint, 
WOOD AM & TV Grand Rapids. 
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will prohablv be developed as the year 
progresses. 

\ Cora-Cola figure of past years ties 
I he various elements together, the lit- 
tle sprite with the bottle-cap hat. He 
is used a* the magic element to change 
scene, bring forth objects and the 
like. In himself lie serves as a symbol 
of Coke, of "eternal youth" and 
brightness. Furthermore, he is a vis- 
ual device which is exclu-helv Coca- 
Cola's. 

From the time the campaign was ap- 
proved last August, two months 
elapsed before the radio jingle was re- 



corded: another three month* will 
have gone by before the film version 
i: done. Animation is by Nat Fleisch- 
er through Revue Prod. 
>I »»*»«• tnulU'mu: It is this emphasis 
on finding ways and means which are 
appropriate vehicles for Coke advertis- 
ing that has long channeled the com- 
pany's air advertising into musical 
shows. says the man in charge of 
Coca-Cola s tv -radio advertising, Rob- 
ert Kesner. who is located in the 
broadcasting center. New ^ ork. On 
radio Keener reminds yon. his coin- 
pain was long associated with music 




SUPERMARKET 
SALES 



36 


MEMPHIS 


$57.6/ 


37 


SAN ANTONIO 




i 


» PHOENIX 


$55.5 


39 


JACKSONVILLE 




40 


OMAHA 


/ $54.8 



Millions 



* SRD Consumer Markets '54 



TH 

IN 

SUPERMARKET SALES 

Local Supermarket sales — increasing every 
year — show that Phoenix families eat well 
and live well. There is a growing demand 
for luxury items, as well as for basic-need 
groceries and allied merchandise handled 
in Phoenix supermarkets. This area's mush- 
rooming population makes it a receptive 
market for your product. 

Tell YOUR sales-story the result-getting 
way, over KPHO and KPHO-TV-dominant 
first choices of advertisers who seek a 
"family" market! 



vjoUR 



SOLD 

reached most effectively through 



KMO-TV <" KPKO 



Channel 5 • CBS Basic 
First in Arizona sine* '49 



Dial 910 • ABC Basic 
Hi Fidelity Voice of Arizona 



AFFILIATED WITH BETTER HOMES and GARDENS 



REPRESENTED BY KATZ 



program.-, sponsoring Percy, Faith. An- 
dre Kostelanetz, Morton Dow ney. Spot- 
light Bands and similar shows. Mu- 
sic, the Company believes, has a hroad 
appeal, is pleasing hy nature, and does 
not arouse violent dislikes. It is. in 
other words, a suitable environment 
for the product. 

Since May 1953 this environment 
has been the Fddie Fisher show. Coke 
7 true, on tv and radio. It is carried 
live on 99 NBC TV stations. Wednes- 
day and Friday. 7:30-45 p.m.. repre- 
sents an $80,000 weekly time-and-tal- 
ent outlay . The young singer was se- 
lected by the company while still in 
uniform. He represented a fresh, prom- 
ising talent, the kind Coca-Cola was 
seeking for a long ride on tv. It was a 
year after the last Fdgar Bergen radio 
show for Coke that Eddie Fisher be- 
came available, but the company was 
willing to be out of network radio or 
tv for that length of time in order to 
be able to come back with the star it 
wanted. 

By July 1953, after onlv two months' 
tv exposure, the show hit its Nielsen 
rating average of 20. which is par for 
the multi-weeklv. early evening musi- 
cal. Competition is fairlv keen, espe- 
cially from Disneyland on Wednesdav. 

By press! hue "Nielsen figures for 
Wednesday were not yet available: av- 
erage weekly rating for the first half 
of January was 20.1. 

Where some advertisers might have 
little patience with a 20-rated show, 
Coca-Cola regards it as in line with 
expectations, according to Frank Ott, 
business manager of D'Arcy's radio-tv 
department. A very low cost-per- 1.000, 
he explains, is not a basic require- 
ment: in fact, the companv assumes 
that this is unlikely with a music show. 
More important is the nature of the 
vehicle: "The framework is more im- 
portant than standing on a busy street 
waving a big sign.'' 

For I he most part commercials arc 
delivered live. Reasons: (1) ease of 
integration, which the companv be- 
lieves in as a pleasant, inoffensive 
method of getting into a pitch: l2) 
increased planning opportunity 

Fddie Fisher s popularity is still on 
the rise, and Coca-Cola finds main in- 
dications that he is "one of the hottest 
talents around today. * He pulls about 
5.000 fan letters per week and is idol- 
ized by more than 1.000 'teenage fan 
clubs. Bottlers frequently request per- 
sonal appearances, hut company pol- 

I /'/('««' turn to page 901 
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Is This 

"COVERAGE"? 




KOLN-TV 
GIVES YOU 
Utf DUPLICATE! 
COVERAGE 
IN MOST OF 
NEBRASKA! 





(/ 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 



oil' re half naked in Nebraska coverage if you 
Jon'/ reach lAncoln-Lanci — 42 double-cream counties 
of Central Nebraska and Aortheru Kansas — 
642,250 people with a buying income of $900,000,000. 
KOLN-TV reaches over 125,000 families unduplicated 
by any other station! 

The KOLN-TV tower is 75 miles from Omaha! 
This Lincoln-Land location is farther removed from 
the Omaha market than is Cincinnati from Dayton, 
Buffalo from Rochester or Lancaster from 



lanclplna. 



KOLN "TV COVERS LINCOLN-LAND— NEBRASKA'S OTHER BIG MARKET 

CHANNEL 10 • 316,000 WATTS • LINCOLN, NEBRASKA 




c4very-l\nodel, 3nc, Exclusive ^National (RepreAentativei 
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The difference that sets WCBS-TV 
apart from all other stations in 
New York is its policy to devote 
the -same effort ingenuity and 
production skill to each of its 
programs, whether in the field of 
entertainment or in the area of 
education and information. 

It is this "difference" that last 
year won for WCBS-TV the largest 
average audiences in New York, 
day and night. 

It is this same "difference" that in 
1954 earned for WCBS-TV high 
praise from the critics and thfl 
community for the largest schedule 
of public interest programs of any 
station in New York— plus a 
George Foster Peabody medal. 



Finally, it's this same "difference" 
that last year persuaded advertisers 
to invest more of their dollars 
with WCBS-TV than with any other 
New York television station,. 



This distinction can make a big 
difference in sales to any advertiser 
who wants to get the most out of 
television in 1955. 



WCBS-TV New York, Channel 2 

CBS OWNED. Represented by 
CBS Television Spot Sales. 



INDEPENDENT WNEB 



THE ONLY WORCESTER STATION TO 
INCREASE AUDIENCEIN ALL THREETIME 
PERIODS— Mornings, Afternoons, Evenings 



Now more than ever, WNEB is 
your best buy in Worcester — 
with these higher ratings — with 
a huge out-of-home audience — 
with new volume discounts! 



jtt evenings 




TIME 



WNEB 



Network I Network Network Network 
Station A Station B Station C Station D 



MORNINCS 

Mon. thru Fri. 
8:00 a.m. -12 noon 

AFTERNOONS 

Mon. thru Fri. 

12 noon-6:00 p.m. 

EVENINGS 

Mon. thru Fri. 
6:00 p.m. -8 .00 p.m. 

SATURDAYS 

8:00 a.m. -8:00 p.m. 



32.7 



45.4 



38.7 



45.0 



48.6 



40.9 



38.2 



33.6 



MORNINCS— WNEB has more 
audience — almost double the 
audience — of 3 competing net- 
work stations combined! 



10.5 



4.9 



5.6 



10.0 



3.7 



3.6 



11.8 



5.5 



2.8 



3.7 



3.3 



4.8 




Hooper Audience Index 
Nov.-Dec. 1954 



WORCESTER 



MASSACHUSETTS 



Represented by: THE BOLLING COMPANY, INC. 



Nighttime 2.1 February 19S5 



RADIO COMPARAGRAPH OF NETWORK PROGRAMS 



ighttime 21, February 1955 




you're right 

on f■# , #c». , 

No need to fluff your ines. There" s 
only one CUE to follow when your 
sfoge is set in Atron, Why, they 
tove us in. our own home town (see 
ou' Hooper) . , one CUE ft'om 
us and they'll iove you. too. 

mote MUSIC 
more NEWS 
More OFTEN 

Wcue 



□ ftfir FebrgS»-v .0. 




********* 



Set your sails for 

NET SALES 

with 

THE SOUTH'S 
SUPER SALESMAN 
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■•-MHWa, 1). Cl Vir. tulout. 
*6B»CV1ATI0NS; all. uunule; n. mldflltbl 



IlinL All mat* "*t*l» anlju 
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St. Loult 



Adolph't, Erarln, Wilt*: CBS. oU F 10:15-11 an 
Arm Miyfl*«i<r Trsodt Bldtntr * Von Itlptr: 

ABC. 1VF wl p.: • »»•■ p«; ••88-W 

AFofL. FurmOn. FtMtr; ABC. M-F 10-10:15 pn 

" " tot; NBC. Bit IIUJO 
MuiT, La* A M.rthall: CUB, Tu 
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An*r. Hm* 9rd' ■ 

13:S0- 1 em: NOI 

is pn: vim. m 

Amw. Oil C*-. Jet. 
Am>r. Salitr Sun. 

Sun B-# 1 4 DA 

Am*. T«.m.. BBDO CilB> Sun 1-1 SO wd. CSS, 
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WE AS 



with its 
COMPLETE! 
50,000 WATTS 

of Pulling Power 
An ideal combination of 

coverage & price 
ASSURES RESULTS. 
Call STARS NATIONAL 
,\Vk JW — CMf.*gf> — Beirmt 



Rodrt) Shrtfeti WJFS h a MUST rf r«u 
wont fe reach the form farriilte* in the 
rhroo-itoto trad* area itHvc*J by Evans- 
vill*, litwana. 

"Chuck" Mtrflcr, WJPS Farm Director, 
■•ftdvcti Km lig Farm Shows daily. 
WJPS h the only ilation in thil aroa that;, 
omployi a full time form dlroctor, and 
Chuch k out on ovr Tri-Srato farm* cwtry 
day. 

Doot Chuck got RESULTS? Joit **Jt Purkw 
Mill* of St. Lovb. Evory farm family in 
the Evanovaie orea Rctom daily to — 

-HOME ON THf FAKM" 

Morxlay thru Sototxiay 
««(Va:30 AM. * 1 2:1 S-t M PM. 




'A RAPIO IN EVERT ROOM 

i Evansville, Indiana 



SOUTHWEST VIRGINIA'S Pi/UiCC/l RADIO STATION 



F« bruary 19 5*5 



We Do It JILL The Timtl 

Concentrated LISTENER PROMOTION is another powerful 
reason why WDBJ delivers Sales Results in Western Virginia. For 
example, here is a promotion .summary of the last quarter of 1954: 

Promotion announcements (Min, or Stabk.1 „ — 
Station-break trailers 
Newspaper ad lineage 
Newspaper publicity lineage 
Downtown window displays 

Plus truck posters and "You're In The News" mailings 



■ MB JSfc B%V ■ EaUbluknl 1924 ■ CBS Sine* ISaS 
■MflY^-t I AM • 5000 WATTS - 960 EC 
II I M Im I FM ■ 41.000 WATTS . 94.9 HC 

WW IF IrV ROANOKE, V A 

itej ord Operated by the T1MCSW0RW COMPOMA 770 
FREE A PETERS. INC.. National Representative 



One radio station 
covers 40% of 
Canada's retail 



CFRS 

TORONTO 

5^,000 WATT J, 1010 K.C. 

CFRB covert over 1/5 Ihe hornet in 
Canada, coven Ihe market orea thol 
accounrs for 40% of rhe refoil tales. 
Thol moket CFRB your No, I buy in 
Canado't No, 1 rnoikel. 

REPRESENTATIVES 
Unil*d Slalni: Adam J. Young Jr., In torporaltd 
Canada: All-Canado Rodin FotililiM, Umltid 




Want Ad 



Once upon a time there was a Brooks-I»rnthers type promotion 
manager working for a radio-television station in West Virginia. 
Late one Monday night in bed lie let Ids copy of Sponsor 
fall as he ran his lingers through Ids brush cut. He had a 
Bag Thought. "Eureka," lie whispered. "Every ad in the book- 
got more claims in it than a uranium range in Ctali. We're 
going to play it soft." 

"No claims ?" asked Ids wife, a light sleeper. 

"No claims !" 

"What'll you say? How '11 you get it past Top Management? 
What 'II the men at Branham say?" 

"Won't show it to 'em until it's published." 



And that's how it happens that 
West Virginia's 
Charleston 
1 luutington 

Stations, with exclusive CBS 
tv programming for the 402,584 tv homes in its 
coverage area (Channels) (national reps: 
The Branham Company) (the only YH\f station 
which covers W. Va.'s 1st and 2nd markets 
with a tirade A primary signal) is 
looking for a new promotion 
man. Know anvbodv? 
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COKE'S NEW LOOK 

[Continued from ixige 78 I 

io is not to wear out his welcome, so 
these are infrequent, limited to impor- 
tant occasions. 

For a similar reason. Fisher's own 
tv product pitcho are kept to a mini- 
mum, perhaps once a month. A stars 
impact is big. the company feels, if his 
( ommercial.s come infrequently. I sod 
too often there is a danger that his 
standing may he lowered in the eyes 
of the audience. 

Fisher s commercials, when lie does 
deli\er them, are ca-ual. soft and verv 



thanks to 
cbs-a bC 

and 

TimeBuyf 5 



low pressure- -always there seems to 
be the understanding that he is a star 
personality, not a product salesman. 

On 12 January the new singing com- 
mercial was heard for the first time. 
It will become a more or le=s regular 
feature. Viewer.* can expect to hear 
main variations during the year, the 
ver.-es changing to fit scene and mood 
settings of the individual shows, hut 
with this chorus remaining as leit- 
motif for all: 

Fifty million times a day 
At home, at work or on the wax 
There's nothing lihe a Coca-Cola 
\othing lihe a Coke 



you've helped us 

DOMINATE 

our 



Billion Dollar Market! 

AREA SURVEY BY PULSE, INC. 



ALL of rhe TOP 15 
ONCE-A-WEEK SHOWS 



9 of 10 TOP 
MULTI-WEEKLY SHOWS 



RANK SHOW 


STATION 


RATINC 


1 


Lucy 


WREX-TV 


53.8 


2 


Gleason 


WREX-TV 


52.5 


3 


Toast 


WREX-TV 


52.3 


4 


Got Secret 


WREX-TV 


50.8 


5 


My Line 


WREX-TV 


46.0 


6 


Boxing 


WREX-TV 


45.7 


7 


Strike Rich 


WREX-TV 


45.5 


8 


2 For Money 


WREX-TV 


44.5 


9 


Dec. Bride 


WREX-TV 


44.3 


10 


G. E. Theatre 


WREX-TV 


43.8 


1 1 


Disneyland 


WREX-TV 


43.1 


12 


T-Men 


WREX-TV 


43.0 


13 


Pvt. Secretary 


WREX-TV 


41.5 


14 


Millie 


WREX-TV 


40.0 


15 


Racket Squad 


WREX-TV 


40.0 



RANK SHOW 



STATION RATINC 



1 


Como 


WREX-TV 


30.8 


2 


Weather-News 
(10:00 P.M.) 


WREX-TV 


27.1 


3 


Action (5:30) 


WREX-TV 


26.9 


4 


CBS News 


WREX-TV 


26.8 


5 


Weather-News 








(6:00 P.M.) 


WREX-TV 


26.2 


6 


Sports (6:15) 


WREX-TV 


25.8 


7 


Sports (10:15) 


WREX-TV 


23.0 


8 


Talcs (5:00) 


WREX-TV 


22.9 


9 


Storm 


WREX-TV 


15.4 


10 


Howdy Doody 


(Station B) 


15.2 



? 




CBS • ABC 



0 



WREX-TV cha nnet 

ROCKFORD • ILLINOIS 
represented by H-R TELEVISION, INC. 



1 his month the show w ill probably 
start use of animated commercials now 
being prepared. 

Kit Cur san on co-op .spot tv: Com- 
pleting the Coca-Cola tv program pic- 
ture is the film show The Adventures 
of Kit Carson, aimed at the younger 
audience primarily. Where CoA'e 7i//ie 
is a company project throughout. Kit 
Carson is handled co-operatively. The 
company provides the show, hut shares 
time-and-talent costs with the bottlers 
on a sliding scale geared to per capita 
consumption. The half-hour film is 
carried once weekly by 72 stations, 
usually in the early evening. Average 
Videodex rating in 67 markets is 13.6; 
estimated \iewers: 7.500.000. 

As with the musical show, the com- 
pany watches carefully to see that the 
\\ eslern retains a wholesome character 
that makes it suitable company for 
Coke, particularly because so many 
young people are watching. N'o drink- 
ing is allowed on the show, nor saloon 
interiors. Dead bodies are taboo, un- 
less absolutely unavoidable and then 
may he seen only briefly. 

D'Arcy has right of script approval, 
exercised 1>\ \ .p. Reeves Espy in Hol- 
lywood. The show is produced by Re- 
vue Prod, for Coca-Cola on the Uni- 
versal lot. packaged through MCA at 
an approximate cost of $21,000 each. 

In this program, too, the company 
tries for commercial integration, 
through star Bill Williams and his 
wife Barbara Hale, who plays his girl 
friend. The middle commercial is not 
integrated, but the end spot features 
\\ illiams and hi> w ife In an education- 
approach- -instruction by Williams in 
some Western skill such as riding and 
roping or in Western lore. The actual 
product talk itself is very brief and 
casual. 

Bob Kesner feels this approach does 
not offend or drive the youngsters 
awa\. nor can it be objected to by 
parents since it teaches but does not 
exhort. The show is in its fourth year. 

Prior Coca-Cola tv experience was 
in holiday one-shots, in Thanksgiving 
Day in 1951. with Edgar Bergen and 
Charlie McCarthy, and on Christmas 
Day of 1950. with the first tv appear- 
ance of Walt Disney. 

Both luldie Fisher and Kit Carson 
iellect Coke s apparent focus on young 
people. Fisher appeals to the teenager 
primarily. Kit Carson gets them even 
younger. But to the youthful base is 
added a considerable adult audience. 
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SPONSOR 



1 






The face in "Let's Face the Facts" 
this month is that of Gordon E. 
Jacobson, Omaha District Sales 
Manager for General Mills — a KFAB ad- 
vertiser for over eighteen years. 

Year after year satisfied customers are 
any advertising medium's greatest suc- 
cess story — and KFAB has lots of 'em. 
We invite you to "Face the Facts." KFAB 
boasts many long-term, successful adver- 
tisers for only one reason — BECAUSE IT 
DOES THE JOB! Get all the facts from 
KFAB's General Manager Harry Burke — 
likewise Free & Peters, Big Mike's reps. 

Special promotions this year will com- 
memorate the Diamond Jubilee for 
General Mills' Gold Medal Flour. 



> . \ \\ \ I i I / / / / / 




5 o.ooo iwTt OMAHA "S radio 



Big Mike is the physical trademark of KFAB — Nebraska's most listened-to-station 



a> audience studies haw* rewaled, thus 
affording a fairh broad age range. 

7 «»/>«•«/ version of Fisher on radio: 

Tbe Kddie Fisher show provide- a 
happ\ radio condiination of high au- 
dience and bottler popularity at negli- 
gible cost. It is heard on about 160 
stations. Vpproxiniatek half of these 
lepre-ent coverage via MBS which 
feeds the taped show out of New York: 
the remaining stations are purchased 
on a spot basis by the bottlers who are 
sen iced with transcriptions for the 
purpose. In either case, network or 
spot, bottler and company split the 
time cost. Coca-Cola purchases the net- 
work station time from MBS and is 
reimbursed proportionately In the bot- 
tler. Bottlers who desire to do so. pur- 
chase time on local stations not affili- 
ated with MBS. 

Although recorded from the tv ve- 
hicle, the radio version is not exactly 
the same. Only the musical numbers 
arc actually recorded as telecast. Dia- 
logue bits are freshly written and re- 
corded separately at another studio. 
Reasons: (1 I tv dialogue is geared to 
the picture, is frequently too sparse as 
a result; (2) the additional recording 



makes possible a show that sounds like 
a radio program rather than a warmed- 
over after-thought: l3l cost is a trifle, 
since Fisher is signed up for broadcast 
ing services- in general I total addition- 
al spending is about SI, 000 weekly I. 

Tire same writer, Cordon \uchin- 
closs, docs the script for both media; 
he also edits the radio tape. 

No other shows are made available 
for co-op sponsorship. In the past, 
the company has found, the tendency 
is for one to be favored in any case, 
making the cost of the less popular 
programs disproportionate!} high. In 
the Fisher vehicle, moreover, Coca- 
Cola feels it has the ideal program to 
represent the product nationally. 

Fisher offers prestige and glamor, 
the company points out. It leaves the 
hard selling to the bottlers, whose own 
shows inn the gamut, although within 
a policy framework laid down by the 
company. Certain programs, like pro- 
fessional wrestling and boxing, the 
company considers inappropriate ad- 
assooiations for Coke, and rules out. 

Tv and rudio onuoitnrentvnts: The 

bottlers go in heavy for announce- 
ment campaigns, and are serviced reg- 



ularly by Coca-Cola with an extensive 
collection of e.t. films and announce- 
ment copy. The current company cat- 
alogue lists about 100 tv announce- 
ments on film, mostly 20 seconds in 
length. These are a combination of 
originals designed primarily for spot 
purposes and edited-down versions of 
the non-integrated commercials car- 
ried on the Kit Carson show. It lists, 
in addition, about 20 radio platters. 
Fach bottler is also provided with a 
book containing announcement copy. 

notations with the bottlers: The 

company's spot efforts depend entire- 
ly on bottler support for effectiveness 
and the bottlers are a pretty indepen- 
dent bunch. There are 1.056 of them, 
only a few owned by tbe company. 
Coca-Cola itself does nothing but man- 
ufacture and ^cll tbe syrup. The coun- 
try is divided into six great market- 
ing regions under the franchises of 
six "parent bottlers. ' These are the 
wholesalers, supplying the syrup to 
the rest of the bottlers. The parent 
bottlers also assist bottlers in their 
areas with sales promotion and ad- 
vertising. 

Bottlers must be informed at all 




key to the sea... 




diiiftfc* -wealth are *fce hub of WSPD's bil 
O fs thi 10th largest part in tonnage In 
es, and will play an even greater part in the nation's 
economy With the construction of the St. Lawrence seaway. 

Alang with Toledo, WSPD gives yov complete saturation of 
ur 18 county < billion dollar market. 
Your sales message will be heard, and your product will be 
Id with WSPO— for 33 y**» the voice af Northwestern Ohio. 



WSPP 



RADIO 
TELEVISION 

TOLEDO, OHIO 



Slorer Broodcailing Cornpony 

If IM HAKMR NAT SALf S Dl» IIS t »lh SI«U. N(W YORK 



Represented Nationally 
by K ATZ 
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SPONSOR 



INDIANA 




POLLING? 



f you'd like to do a really significant 
opinion poll on TV in Kentucky and 
Southern Indiana — 



ASK YOUR REGIONAL DISTRIBUTORS! 



Pick up your telephone, now, and ask the people who 
know. Call all your distributors within a hundred miles 
of Louisville. Ask them this point-blank question: 

"What Louisville television station do 
you and your neighbors prefer?" 

This simple little survey will renew your faith in 
polls. Try it and see. 




CHANNEL J LOUISVILLE 

FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 




Exclusive National Representatives 



f 



21 FEBRUARY 1955 




WCOV-TV 

Montgomery, Alabama 

BEST BUY IN 
CENTRAL ALABAMA 
NETWORKS 



CBS PRIMARY 
ABC — DUMONT 

SPONSORED FILMS 



Amos b Andy — Libera ce 
City Detective Mark Sabre — 
Bage 714 — Star b Story — Fol- 
low That Man — Counterpoint 
Kit Carson — Ramar of Jungle 
I Am The Law 

EXPERIENCE 



We've been operating for 21 
months and boast one of the 
finest physical television plants 
in the nation. We have ex- 
perienced personnel in every 
department to assure top pro- 
duction. 

ASK ANY RAYMER 
OFFICE FOR DETAILS 




limes of the company's promotional 
plans-, and D'Arcy field reps are con- 
stantly in the field visiting bottlers for 
this purpose. There are also t.omen- 
tions at which the ad programs are 
explained. 

Mill, there is no guarantee that the 
hot lid's will make extensive use of 
carefully wrought company tv or ra- 
dio campaigns. Experienced advertis- 
er.-, in their own right, some may feel 
the) know the problems of their mar- 
kets better than the company. Indi- 
vidual bottler budgets can get quite 
large. In New \ ork. for example, it 
is estimated at about $1,500,000. 

It is tbii c independence of bottler 
thinking and practice which explain- 
the tremendous range in Coca-Cola ad- 
vertising across the country. \uu may, 
for example, be recalling a Coke sing- 
ing commercial and wondering how it 
can he claimed that the new one is 
the fir.-t produced In the company. 
The answer is that local bottlers have 
been creating their own singing com- 
mercials for some time. 

There is no guarantee either that the 
new jingle will ever realize the poten- 
tial that may he inherent in it. Al- 
though the bottlers have heard it. and 
many have indicated thev consider il 
outstanding, it has yet to be used out- 
side of Chicago, where it is. incidental- 
ly,, being pushed on a heavy radio 
schedule of over 130 per week. It may 
actually be several months before any 
significant use is made of the spot, 
possibly not until it has been given 
several tv exposures. * * * 



TV PACKAGE DESIGN 

{Continued jrom page 43) 

heightened emotional impact of color 
television on viewers. 

• Are \ our package colors weak, 
subtle, lifeless? Then don't e\pect 
them to he any more effective on color 
t\, say the experts. Note how the bold 
color treatment of each of the pack- 
ages shown on page 42 stands out 
(e\en in black-and-white reproduc- 
tion). The rcd-and-white combination 
of the Marlboro package is a strong 
contender for your attention under am 
conditions, as market tests have dem- 
onstrated. Vrens" strong red tooth- 
brush on a deep yellow background 
for Junior is likewise effective, de- 
signed to register instantly and strong- 
ly on the tv viewer as well as the super 
market shopper. 

• Is \our package face too busy with 



tmall. indistinct type? Designer Frank 
Cianninoto points to the old Marlboro 
package as an example. Note the thin- 
ness of the type, making it difficult to 
read. The overlay of "Philip Morris ' 
confuses rather than impresses. On 
the color tv screen this package could 
not stand out. for its copy is about all 
there is to the design idea and it is too 
weak to make an impression. Note, 
on the other hand, the simplicity of 
the copy treatment on the new Marl- 
boro package. Just the brand name 
appears, in large, black, strong letters. 
Walter Margulies. of the industrial de- 
sign firm Lippincott & Margulies. sums 
it up this way: ''Packages cluttered 
with type, images, subtle colors, etc.. 
have less attention-getting appeal than 
neater, trimmer designs. They do not 
come off in busy, texture-like mass 
displays, nor in color tv. ' 
• Does vour package have a simple, 
clear, distinctive design? If so. it will 
be easily remembered. Gianniiioto's 
new Marlboro package is a perfect il- 
lustration. The whole design is based 
on the inverted "v ' effect. It is sim- 
ple, striking, conceived for its ability 
to make a lasting impression quickly 
the essence of the t\ problem. De- 
signer Jim Nash, along with many of 

Vo»f it costs less 

to sell 
MINNEAPOLIS 
ST. PALL 

Maximum power at minimum 
cos t — choice availabilities. 



ASK 
H - R 



316,000 
watts on 
Channel 9 




Offices, Studies, Transmitter 

FOSHAY TOWER 

Minneapolis 
' Represented Nationally by H-R TELEVISION, INC. 
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The Best 

SEAT 

In The House 

The best seat in the house is reserved for those who watch full length 
movies on television. In the Northern California market, the best of these 
films are shown on KRON-TV. 

That's right — KRON-TV has long been the leader with the BEST of 
the FIRST RUN movies available. And there's plenty more in store because 
smart film buying requires know-how that improves with use. 

There you have just one more reason why KRON-TV is the leader 
among television stations in the Northern California market . . . and 
one more reason why your sales message on KRON-TV will reach the 
people you want to talk to. 




AFFILIATED WITH THE S. F. CHRONICLE J\ 
AND THE NBC-TV NETWORK ON CHANNEL Hr 



Nou 2 in the series, "What Every Time Buyer Should Know About KRON-TV" 

Represented Nationally by Free & Peters, Inc. 
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lib- fellows consider- tin 1 de-ign i<le;i 
actualh more important than the col- 
ors used. He die- lest* conducted b\ 
Soconv which revealed that consumer* 
mobilized its flung red horse -v mbol 
even when it wa> -hovui in blue. 
• Does- vour product lend itself to an 
unusuallv shaped package? Jim t\a?h 
>a\> "For the first time since I have 
been designing packages. 1 now recog- 
nize the importance of a distinctive 
shape of a package. An unu-ual shape 
can be a decided advantage in identi- 
fying the package with its product and 
brand name on the color television 
screen, even though the reception is 
poor.'" Edward J. Bennett, of M3C 
T\ (Graphic Arts, told a packaging in- 
stitute forum last fall. *\ . . Fidelity 
to detail gives color television the il- 
lusion of a third dimension. . . . The 
old system of always holding the pack- 
age face-on to the camera, so that the 
front label appears, can now be modi- 
fied. The package can be reproduced 
from all angles with the result that 
the side walls gain in importance. . . . 
This can also work to the advantage 
of the package designer."" So far, this 
approach has only been theoretical, 
but don't be surprised to see a lot of 
novel shapes on your super market 



shelves during the next few \ears. 
• Does your design lend itself read- 
ily to tv exploitation? Egmont Amis 
is the only designer sTO.YSOK talked 
with who stated that he has had spe- 
cific tv possibilities in mind for re- 
cent designs. Examples of his approach 
are illustrated on page 42. Almost 
even part of the Colonial Sugar pack- 
age, for example, has tv implications, 
says Areas. The picture of the rake 
does more than provide for appetite 
appeal at point-of-sale. A reus see- a 
tv announcer pointing to it while the 
camera comes in for an attractive 
closeup. with a dissolve to an actual 
cake following. The little sugar cane 
figure near the cake serves a double 
purpose: (1) it become> a trademark: 
l2l it can be animated for television, 
thus serving to tie tv advertising and 
actual store package together for the 
consumer. The rav effect prov ides for 
quick identification of pattern, can 
i ome across quickly, on tv . Arens re- 
ports that Colonial Sugar, which dis- 
tributes in the Midwest, docs little ad- 
vertising. Still, possible future use of 
color tv guided much of his design 
thinking. 

Arens' Major Treat ice cream de- 
sign- the firm is Canadian i> anoth- 



er case of basing a package on ait 
animation-figure. The strongest ele- 
ment of the design is the toy soldier, 
which can easilv become the central 
character of a cartoon commercial, can 
even be simulated in a live pitch. 
Back of the package is given over to 
a taste-appeal dish. 

Hi- Ipana design shows te\. direct 
influence in the picture-story treatment 
giving directions on the back of the 
package. "\\ e have been conditioned 
by tv." says Arens, '*to respond to the 
animated, the gay and clever in ad- 
vertising. Color tv will exert an even 
stronger influence in this direction."' 

The needs of color tv appear to co- 
incide pretty much with current de- 
sign trends. As the super market has 
become more important so has the 
competitive character of package de- 
sign. To survive, designs have to at- 
tract shopper- and lead them on to 
purchase at the point-of-sale. Savs 
Raymond Loewv : ""Designing for self- 
service has had a much greater effect 
on packaging techniques than any in- 
fluence in the past 10 years." And 
these techniques, it appears, are the 
same that arc effective on color tv. 
Designer W alter Margulies puts it this 
way : "'The key words in package de- 
sign today for color tv as well as for 
self-selection survival arc simplicity 
and dominance." His Bromo Seltzer 
package shown on page 12 bears out 
this thinking. 

Some designers are so convinced 
that a good design for the super mar- 
ket is a good design for color tv. that 
they feel it is unnecessary to pay much 
attention to the medium when wres- 
tling widi the design problem. A num- 
ber of major companies are in fact 
betting on this assumption. For ex- 
ample. Robert Villemenot. of Donald 
Deskey .Associates, who designs many 
of the Procter & Gamble packages, re- 
ports that color tv is a negligible fac- 
tor in discussion- with the companv — 
this despite tin* fait that the company 
i- one of the most active in Iv testing. 
"Color tv." he savs. "'is essentiallv an 
extension window of the super mar- 
ket. The same factors will make a 
package attractive on color tv that 
make it attractive in the store."' His 
Drone Shampoo and Gleeui Toothpaste 
designs are offered as evidence. The 
Drone design is described by Ed Ben- 
nett of NBC as "an outstanding exam- 
ple of design for color tv"" on the basis 
of tests which he saw some months 
ago. The design has also been cited 



BUFFALO EVENING NEWS STATION 




G«t fh« WBEN-TV Story from HARRINGTON, RIGKTER A PARSONS, INC. 
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Best TV Advertising Buy In Texas 



►S FT. 




CLEBURNE 



GLEN ROSE 



STEPHENVILLE 



COMANCHE 



BROWNWOOD J* 

GOLDTHWAITE 



MERIDIAN 



HAMILTON 



McGregor 



GATESVILLE 



WORTH 



DALLAS 



WAXAHACHIE 



KAUFMAN m: 



CORSICANA 



ATHENS m 



HILLSBORO 



MEXIA 

CONNALLY AFB 

WACO ^ GROESBECK 



PALESTINE 



CROCKETT 



EDDY V 



JAN SABA- 



LAMPASAS n - HOOD 



KILLEEN BEIJON 



MARLIN *T 



p TEMPLE 



CENTERVILLE 



FRANKLIN 



HEARNE 



MADISONVILLE 

HUNTSVILLE 



LLANO 



BURNET 
0 



CAMERON 




0 

JOHNSON C|TY 



V^likAUS 



\ 



BRENHAM 

HEMPSTEAD 



> - ( 



In Central 
Texas.. ..it's 

KCEN-TV 



Serving The Rich 

Waco-Temple 
Market 

TOO KW— VHF Channel 6 

833 Ff. Anfennq Heighf 
830 Ff. Above Average Terrain 
1,549 Feef Above Sea Level 




A Billion Dollar Market 

Over 750,000 TEXANS 
Within Coverage Area 

Effective January 1st 
Hours Extended to 7 AM -11 PM 

Inter- 
Connected 



NBC 



Natl. Rep.: 
Geo. P. Hollingbery 
Company 
Texas Rep.: 
[Clyde Melville Co., Dallas 



KCEN-TV 

•Gerferal Offices: P. O. Box ltf 
T.mpl., T.xas 
Waco Offic: Professional Bldg. 
Studios and Transmitter at Eddy, T.xas, 
between Temple and Waco. 
TWX: Eddy No. 84B6 
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NORTH 
CAROLINA'S 



Rich, Growing 

*GOLDEN 
TRIANGLE" 




with 




WSJ 



TELEVISION 

CHANNEL 12 



a 24-county market 

with 339,600 Families 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWINGI-AU NBC COLOR SHOWS 




Interconnected 
Television Affiliate 



National Representative: 

The Headley-Reed Company 



as an outstanding shelf item. Note its 
unique, striking, but simple visual idea. 

The Gleem design has not \ et been 
seen on color tv. but Villemenot is con- 
vinced it will show up well. The de- 
sign i> simple, clear, registers instant- 
ly. The colors are red. green, an over- 
lay of both and a white background. 
A number of people in the field have 
pointed to Gleem as an excellent ex- 
ample of good modem design. 

Suppose you go to the trouble of in- 
corporating the latest design thinking 
into your new packaging. How well 
can the network color specialists repro- 
duce it on the screen toda\ ? Accord- 
ing to both NBC and CBS. advances 
have been so rapid in the past half 
)ear that there are few problems be- 
yond the abilities of the technicians. 
Even metallic surfaces have been re- 
produced accurately, as in car and 
kitchen appliance commercials. Foil 
can now be reproduced, too. which 
gives the designer an advantage he 
does not have with print, in which the 
"zip" of the metallic lustre has a ten- 
dency to disappear. 

Norman Grant, Director of Art and 
Design for NBC TV, offers the follow- 
ing suggestions to advertisers and 
agencies on the question of how to 
achieve a good looking package pres- 
entation on color tv. 

1. Don't think of just the package 
itself, but the entire color composition 
of the commercial. It is not the iso- 
lated color that makes for problems, 
but the color environment, that is. the 
range of colors jou are using. Keep 
away from very high contrasts. 

2. Watch contrasts particularly in 
connection with backgrounds. A dark 
package requires a dark background, 
a light package a light background: 
contrasts should be enough to give a 
dimensional effect, however. 

3. Pa) special attention to appear- 
ance of human beings with package. 
The reason: Onlv point of reference 
for the viewer is flesh-tones. If the) 
are accurate he assumes the rest of 
the image is: if they are unpleasant, 
he doubts commercial's color validity. 

4. Don't tr\ for absolute color fidel- 
ity it is a will o* the wis]). The view- 
er carries awa\ except for (lesh-tones 

onl) n memory of basic colors any - 
vva\. not specific shades. Aim instead 
for attractive color. When the viewer 
goes into the super market, she will not 
notice minor color differences. 

5. If vour package design must be 
verv contrastv. don't feel that color 



tv cannot handle it. despite the sys- 
tem's present limitations. Lighting 
can be used to alter the effect of your 
design. It is probably the single most 
important tool of the producer, for 
with light \ on can change color values, 
particularly in the important back- 
ground. There are also electronic 
means of altering color values. 

6. If technical means are not 
enough. \ou can still compensate by 
doctoring the package. It is now com- 
mon practice, for example, to spray 
white surfaces with grey paint. Doc- 
toring has long been an everyday fea- 
ture of black-and-white commercials. 
Agencies and manufacturers frequent- 
ly develop special "comprehensives" 
for this purpose. For example. Benton 
& Bowles uses a black-and-white box 
of Tide for monochrome film jobs. 

7. Be careful not to move vour pack- 
age around too much. Color values 
have a tendency to change as the angle 
of light changes, and with distance 
from the camera. At least at the pres- 
ent stage of development, a minimum 
of movement is desirable. 

Norman Grant points out that 
changes come too swiftly in the color 
field to make publication of color 
standards advisable at this time. He 

I^ROCK ISLAND^ 
is chosen for J 
I All-America City | 
Award 



i 

i 



i 



WHBF is proud to have as its 
audience the active, progressive 
citizens of Roclc Island — fine peo- 
ple in an outstanding American 
city. 

Les Johnson, V.P. and Gen. Mgr. 
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WHBF;: 

TEICO BUILDING, ROCK ISLAND, ILLINOIS 
lipnsintiJ by Aviry-Kirriil, Int. 
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CITY GRADE SERVICE 




in BOTH 




FORT WORTH and DALLAS 





450,000 

YOURS ONLY ON WBAP-TV! 



HIGHEST HOOPER! 

Hooper's January 1 955 composite combined Fort Worth- 
Dallas Survey, shows share of audience, 6:00-10:30 
p. m.: 

WBAP-TV 42_% 

2nd Sta. 34% 3rd Sta. 24% 



*Counties 


„. 24 


Population 


1,856,400 


Families 


572,200 


Total Retail Sales 


$2,284,777,000 


Buying Income „„. 


$3,075,563,000 


'Sources: Sales Management "Survey ai 



Here it is - FULL COVERAGE, with WBAP-TV. 
The only, television station with city grade 
service in both Fort Worth and Dallas. 

WBAP-TV Channel 5 ... for 6 years, FIRST in 
coverage, FIRST in programming, and FIRST 
in picture clarity. 11 of top 15 nighttime 
shows are on WBAP-TV. Greatest audience 5 
nights out of 7! 

Be sure you get full coverage and city-grade 
service ... in BOTH Fort Worth and Dallas 
Offered only by WBAP-TV, full power with 
100,000 watts. 




TV 



CHANNEL 



THE STAR-TELEGRAM STATION - abc-nbc . FORT WORTH, TEXAS 

I AMON CARTER, JR. I HAROLD HOUGH I 

I President I Director I 



AMON CARTER 

Chairman 



AMON CARTER, JR. HAROLD HOUGH GEORGE CRANSTON 

President I Director I Manager 

FREE & PETERS, Inc. -National Representatives 



ROY BACUS 
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i> -anguine, however, about the me- 
dium"*- abilitv to progress to near per- 
fection in color reproduction within a 
verv fhort lime. 

Similar opliini.-m i^ voiced In CBS 
Director of Commercial Product Pres- 
entation in Color. Charles liarklcv. 
" There are no insoluble reproduction 
problem.-." he declares. "\\ e can con- 
trol am situation with lighting, stag- 
ing, color correction I with filters and 
the like I and rareh need package 
do<toi in« 

Roth networks report thev are pre- 
pared to >er\ ice affiliates on color ques- 
tions. If a local or regional advertiser 
wishes to obtain information about the 
color tv potential of hi.- package de- 
sign, he should get in touch with his 
local NBC or CBS station, which can 
then forward his package to New* York 
for analvsis In network color special- 
ists. 

Both Grant and Barklev feel that 
while there is no need to redesign 
package- for color tv. the medium will 
influence packaging simph because it 
will throw a spotlight on design, make 
advertisers and agencies more con- 
scious of it. 

In this \ iew the\ are joined b\ most 



designers. If a package >hows up bad- 
1\ on the color screen, is the nearly 
unanimous verdict, it mean- vou\e 
got a prettv bad design to begin with. 

Sa\s Walter Margulies: "'If a pack- 
age needs redcfign for color tv. it 
needs redesign, period. Transmitting 
a package via color tv mav onh em- 
phasize that its identity and sell powei 
are weak or diluted." 

Jim \a.-h: ''In essence, color televi- 
sion will not impose an\ limitations 
on package de-ign that are not already 
imposed by good design techniques 
and principle-. The use of the new 
medium as a merchandising tool will 
only force some of the more poorlv 
designed package.- to undergo drastic 
change, or face the danger of losing 
their market -tatus. 

Kgmont Arens sees manufacturers 
using the color medium as an experi- 
mental tool, before launching their 
package programs in the market place. 
"They will submit their packages to 
test televising and the results will be 
unmistakable. Vague and weak color 
tieatments confused, cluttered back- 
ground, and stiff static designs will re- 
veal themselves under the impartial 
eye of the color tv camera for what 
they are handicaps to -ales." * * * 



SLENDERELLA 

{Continued from page 33) 

wa- to be the test market. A series of 
announcements were to run on Ralph 
Morv morning show on k\\ for a 
period of 30 davs. two announcement* 
a week at first then three. 

A budget of §1.200 was set aside 
for the trial. 

Cos \ngele- had been regularly at- 
tracting about IT'r of SlenderellaV- 
total national inquiries. After the ra- 
dio test, it was found that Los An- 
geles' share of the national percentage 
had jumped above 20 r < . 

Slenderella was properlv impressed. 
\s it entered new areas, adding radio 
and noting increases in busines-, Slem 
derella started to recognize that radio 
was going to be a regular part of its 
ad budget. Today, when Slenderella 
plans its advertising in a new market, 
radio is included automatically. 

Larry Mack picks the radio person- 
alities who speak for Slenderella on 
the bases of the lov al local fallowings 
they have built and on their abilities 
as ad lib artists. He feels that a wom- 
an listening to a familiar and known 
personality will tend to have faith in 
what he says and his endorsement of 

CAPTIVE* 

KGVO-TV 

MISSOULA, MONTANA 

^Because of its unique geographical 
location, only KGVO-TV . . . and we 
m(?an ONLY . . . airs an acceptable 
signal into this stable area having more 
than $133,900,000.00 retail sales. Di- 
versified economy including agriculture, 
lumbering, manufacturing, University 
and government workers makes these 
9 cojn.ies. 



IDEAL AREA TO TEST YOUR 
SPOTS' "SELL"-ABILITY 
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and a big ^^^z^/ distributor that BONDED TV Film 
Service handles TV film. And what sir - docs "handle" 

mean, they asked. Well, now, I'd ^-y^^> to tell you, 
I said and did: When the finishes printing a film, 

BONDED takes over. We attach" leaders, mount on a (^£^) 
and label each print for you. If irs^program, we splice in 
commercials. Next we mail it or ^tr ^i L^- by ^p^P® ■ 
And we keep a "Print Control Record" oTwhere every print 
is, until it returns. Then we examine each print carefully, 
clean and repair if needed and give you a "Conditi on 

jgigjjjjEp I 



Report' 



so you'll know whether those 



took good care of it or chewed it all up. And BONDED stores 
your < fS^^) until you tell us to^^ai^ it out again. 
Interesting part is, we can do all this cheaper than you can 
do it for yourself, by the dozen or by the thousands. That's 
our business and we 

you did! 



us. You'll be 




BONDED TV FILM SERVICE Inc. 



L 


LOS ANGELES ■ 904 N. La Onega • BR 2-7825 
NEW YORK • 630 Ninth Avenue ■ JU 6 1030 
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HOURS 

PER 

MONTH 



NETWORK 

COMMERCIAL 

PROGRAMS 



from all 4 
networks 



Learned to tlte It 



ucje 



ARK-LA-TEX AREA 



OKLAHOMA '.^-ARKANSAS 



XARKANA (^) 




TEXAS 




LOUISIANA 



—a (l^iillon 2)offar WarLt- 
103,760 TV HOMES (television macazinei 

January, 1955 

KCMC -TV 

TEXARKANA, TEXAS— ARKANSAS 



I LOVE LUCY 

DECEMBER BRIDE 

FORD THEATRE 

MEET MILLIE 

U. S. STEEL HOUR 

ELGIN HOUR 

SEE IT NOW 

I MARRIED JOAN 

GODFREY & FRIENDS 

RED SKELTON 

THE MILLIONAIRE 

I'VE GOT A SECRET 

MILTON BERLE 

RAY MILLAND 

CLIMAX 

GROUCHO MARX 
BISHOP SHEEN 
PLAYHOUSE OF STARS 
PERSON TO PERSON 
BOB CUMMINCS 
JACKIE GLEASON 
DOLLAR A SECOND 
HIT PARADE 
SO THIS IS 

HOLLYWOOD 
JACK BENNY 
TOAST OF THE TOWN 
STAGE SEVEN 
LORETTA YOUNG 
HAPPY FELTON 



STRIKE IT RICH 
VALIANT LADY 
LOVE OF LIFE 

SEARCH FOR 
TOMORROW 

PORTIA FACES LIFE 
ROAD OF LIFE 
WELCOME TRAVELERS 
THE BIG PAYOFF 
BOB CROSBY SHOW 
A BRIGHTER DAY 
THE SECRET STORM 
ON YOUR ACCOUNT 
DOUGLAS EDWARDS 
BURNS & ALLEN 
SHOWER OF STARS 
LIFE OF RILEY 
BREAK THE BANK 
THE LINEUP 
YOU ARE THERE 
MR. PEEPERS 
TWO FOR THE MONEY 
PROFESSIONAL FATHER 
PEOPLE ARE FUNNY 
IT'S A GREAT LIFE 
PRIVATE SECRETARY 
C. E. THEATRE 
FATHER KNOWS BEST 
TOPPER 



100,000 WATTS 
ON CHANNEL 6 

the only maximum power station 
between Memphis and Dallas 

affiliated with 
CBS-i nterconnected 
ABC-interconnected 
DuMont 

Represented by> 

VENARD, RINTOUL & McCONNELL, Inc. 
Walter M. Windsor, General Manager 



a product or service can influence her 
thinking about it. 

The fact sheet from which the air 
personalities build the commercials in- 
cludes the following information: 

"Slenderella is the world's largest 
slenderizing s\ stein, operating 63 sa- 
lons from Coast to Coast and in l'aris 
and London. . . . Slendeiella is the 
unl\ complete .slenderizing sen ice 
mailable toda\. . . . 1 he Slendeiella 
Tables were designed at one of the 
coimtn s leading universities to ini- 
prove posture, give women a wonder- 
ful lift and proportion and tone the 
llesh and mu>cles of the bod\ . 

"Slenderella sells dress sizes, not 
treatments. . . . Slenderella achieve- 
its results without steam bath, hand 
ina>sage. dull exhausting exercise, star- 
\ation diet. ... It is relaxing, satis- 
fying, makes you tingle and glow and 
leaves you with a sense of well being. 

"Slenderella is without effort on 
anyone's part, is entirely passu e. . . . 
1 lie decor of the Slenderella Shops are 
modern, relaxing, charming. . . . Slen- 
derella gi\es you a written guarantee. 
. . . \ ou will never be hungry with 
Slenderella when vou take the deli- 



cious Slenderella Mint, vitamin-packed, 
developed specially for Slenderella. 

"Slenderella gives a free trial treat- 
ment and figure analysis. . . . Slender- 
ella treatments are $2.00 per visit on 
our weekly budget plan or in series. 
. . . Slenderella does not demand the 
impossible in time or mono, . . . 
Slenderella serves I name of c ity I w ith 
I number I salons. See your telephone 
directory for the one nearest )ou. . . . 
Slenderella salons are open from 9 
a.m. to 9 p.m. Monday through Sat- 
urdav .*" 

The new slim lines in clothing de- 
creed by Dior, combined with the eter- 
nal feminine desire to be "thin" anv- 
way. have much to do with Slender- 
ella s past and continuing popularity 
with the fair sex. Actually. Slenderel- 
la is not so much a reducing system as 
ii is a svstem of figure-proportioning, 
which puts considerable emphasis on 
posture correction, according to Mis> 
English (who coined the name Slen- 
derella to describe the hoped-for Cin- 
derella effect of the svstem on women I. 

Slenderella sells not los- of weight 
or inches, she sa\s. but dress sizes: 
"Be the dre«s size vou OUGHT to be*' 



^ 

REALLY WANT TO 



W A L Km INTO A COOP S A L E S 
RECORD^iH 'SsZ^IHIS'lS IT! 




JZ L 




channel 9 WATr s 



THE MOST 
POWERFUL RADIO 
AND TELEVISION 
COVERAGE IN TH 
MARKET! 



■ »_ ■ • Pen etrat 



/a 

i 



50,000 

5 £atis 






in the Detroit area 



Guordion Bldg., Detroit 

Adorn Young Televition Corporotion National Rep, J. E. Campeau Pretidenl 



is the refrain running through most of 
Slenderella's advertising. Also stressed 
is the fact that there is no exercise 
or effort on the customer's part — she 
needn't even remove her clothes. 

Most of the customers, savs Miss 
English, are not Iremendouslv over- 
weight: they are women who just want 
to get rid of a few pounds or an ugly 
bulge here and there. The greatest 
percentage of business comes from 
women of 35 to 55, though the ap- 
peal of the service cuts across all 
classes and ages. 

The Slenderella figure program has 
three parts, worked out by Slenderel- 
la's founder-president Mack: 

1. The Slenderella Table, which is 
the unique feature of the system. Mack 
engaged Ohio State University to de- 
velop a special table which would 
allow women to attend slenderizing 
ses-ions fully clothed and with a mini- 
mum of bother and effort. The result 
was the Slenderella Table. This is a 
mechanically operated table with a 
movable platform. The customer lies 
on the table fully clothed — it is only 
necessary that she remove her girdle 
and loosen her brassiere so that her 
both will be essentially free to move — 
or rather be moved. She is not at- 
tached to the table in any way. The 
various platforms merelv move under 
her in such a way as to improve her 
posture, exercise her muscles and stim- 
ulate her circulation. 

2. Mint tablets, which contain vita- 
jnins and minerals and deter overeat- 
ing. Mack commissioned a pharma- 
ceutical firm to develop these for Slen- 
derella. 

3. \ "Meal-Plan"' worked out by 
dietitian Ann Williams-Heller. 

Each 45-minnte treatment at Slen- 
derella costs $2.00. in a series, with a 
minimum of three visits a week re- 
quired. There are no "course ' prices 
since, as Miss English points out. it is 
a completely indiv idualized sen ice and 
each case is different. Sales per cus- 
tomer mav range from $50 or less to 
$200 or more. 

All of Slenderella's advertising is 
placed through the firm's agency. Man- 
agement Associates of Connecticut, lo- 
cated in Darien. Susan Wells, agency 
president, works with Larry Mack on 
the Slenderella account. Executive of- 
fices of Slenderella are also in Darien. 

Here is a listing of stations and pro- 
grams which carrv Slenderella's cur- 
rent radio announcement schedule: 
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like a foot print 
on the sands of 
time WHLM cov- 
ers a quality mar- 
ket in Pennsylvania just as a Magee Carpet 
■covers a quality market throughout the 
United States, 

This rich industrial and agricultural market 
which produced a combined annual income 



of $2,090,404,000 in 1954 can only be 
reached adequately by WHLM RADIO 
with 500 Watts at 550 Kc. full time. 

A new transmitter .... a new antenna .... 
a new and beautiful studio .... and now a 
new Move to 550 Kc. which simply 
means a brand new coverage pattern to 
reach the greatest number of potential pur- 
chasers for your client s products in this in- 
creasingly productive Pennsylvania market. 



WHOL WAZL WHLM WIDE WVDA 

'tntown, Pa. CBS Hazleton, Pa. NBC-MBS Bloomsburg, Pa. Biddeford-Saco, Me. MBS- Yankee Boston, Mass. ABC 

(All Stations Represented by Paul H. Raymer Company) 



Muncie 
Leads the 
Nation! 

a 

I According to a nation- 
wide survey made in 34 cities by the 
American Research Bureau, the average 
Muncie family spends 31 Vi hours per 
week watching television . . . more 
hours per week than any other city! 
Muncie tops all other cities, such as 
Atlanta, Boston, Chicago, New York, 
Los Angeles, Youngstown, Washington 
D. C, Houston, Indianapolis, Omaha, 
St. Louis, and many others. WLBC-TV 
leads in Muncie according to the 
November A. R. B. Report . . . tele- 
casting from 7 A.M. to 11:30 P.M. 

CBS • NBC 
ABC • DUMONT 




C H A N N E" L 

49 



MUNCIE, INDIANA 



New \ork: \\ CH». Jack Sterling: 
WOK. Dorothy and I itch; \\ \FT\V 
Klavan and Finch: WINS, Boh and 
Ray. 

Washington. 1). C. : W'RC. Time 
Keeper I Bob Reed I . 

Philadelphia: W'CAl , Here's liar, 
ley. 

Boston: W'FFl, Top of the Morn- 
ing: W 111)11. Ray Dorey Show. 

Pittsburgh: KDKA. Cordic & Com- 
pany; WJAS, Bill Brant: KQ\ . Joe 
Deane. 

Cleveland: \VG\lt. Tom Armstrong: 
WERE. Tom Edwards; W'TAM. Bill 
Mayer: WHK. Bill Gordon. 

Columbus: W B\S. Round Robin 
Review. 

Chicago: W r HBM. Jim Conway Show 
( 1 5-ininute program ) . 

Detroit: W r JR, Music Hall; CKI,\V, 
Toby David; Mary Morgan: W'W'J, 
Boss Mulholland, Boh Maxwell. 

Milwaukee: \\ TMJ. Cordon Thom- 
as. 

Los Angeles: ki\\. Ralph Story, 
KFI. Johnny Murray Program. 

San Francisco: KCBS. Waitin for 
Weaver; KSFO. Bob Sherwood; 
K.NBC, Doug Pledger: Marjorie King. 

The two exceptions to Slenderella's 
non-use of women's feature programs 
are on CKLW. Detroit, where Man 
Morgan is used in addition to morning 
man Toby David: and on KABC. San 
Francisco, where along with Doug 
Pledger. Slenderella uses Marjorie. 
King in her mid-morning woman'* 
feature show. 

It is noteworthy that Slenderella 
does not use t\. despite the v isual and 
demonstration values inherent in its 
special Slenderella table. 

Slenderella's newspaper advertising 
in all 13 of its cities consists largely 
ol 160-line ads appearing on Monday s 
and Wednesday*. 

Slenderella makes no attempt to tie 
in its radio and its newspaper adver- 
tising, feeds that each can stand In 
itself. But sometimes the newspapers 
mav be referred to in the radio an- 
nouncement a* an air personality ad- 
vise- li-teners to consult dailv news- 
papers or the phone book for address 
of the nearest salon. 

In addition lo it- radio and news- 
paper effort. Slenderella has just 
launched an institutional type cam- 
paign running in Harpers Bazaar and 
possiblv other prestige magazines 
which mav total $5,000 a month bv 
the end of the v ear. ★ ★ ★ 



DIRECT MAIL 

(Continued from page 451 

serve- a useful purpose. There mav 
Have been some information worth fil- 
ing in the ad which you meant to keep 
hut didn't. Sometimes v ou don't want 
to destroy a cop\ of the trade paper 
hecause there's some article you want 
to read on the other side of the ad. So 
if the data is valuable in the first place 
the reprint will serve a purpose." 

.spo.nsok's conclusion, therefore: Re- 
print ad- of a statistical or fact nature 
suitable for study or riling. Save your 
inonev on ads designed for psychologi- 
cal impact or news announcements. 

4. Rate cards: A number of station- 
are inclined to mail out new rate cards. 
This was universally described as a 
waste of motiey by timebuveis. account 
men and sponsor firm executives. Said 
the head of a major agency's time 
buying stafT: 

'"It would be much too inconvenient 
to work from individual r ate cards 
when the information is available in 
Standard Rate or from individual reps. 
Since you are not likely to study a 
rate card when it comes in, the sta- 
tion i- wasting its money, A sumnian 
of some important aspect of the rate 
change is a far more sensible thing 
to send." 

5. Booklets telling tJie station's 
whole story: A number of stations 
have brochures which sum up their 
chief selling points, including market, 
coverage and program data. The re- 
sponse to these was uniformly good. 

A timebuver from a top-five agency 
-aid: "When vou see something come 
bv that looks packed with information 




"Those KR1Z Phoenix personalities 
make me feel so — dangerous!" 
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CENTRAL NEVTYORK S 







BROADCASTING SERVICES! 




WSYR-TV is Central New York's only 
maximum-power television station. WSYR 
Radio is the area's only low-frequency station 
operating day and night with five kilowatts of 
power. 

Such clear superiority of facilities takes on important 
significance when you consider that the programming 
services of the WSYR Stations are produced by management 
personnel who have spent an average of 1 4Vz years in the 
broadcasting business right here in Central New York. 

It's that combination of topnotch facilities, plus topnotch local 
programming, plus the full NBC television and radio net- 
work services, that gives the WSYR Stations distinct 
leadership in one of the nation's important markets. 



NBC 



AFFILIATES 




T V 



10 0 K W 
CHANNEL 3 



RADIO 



5 K W 
5 7 0 K C 



Represented Nationally by 
HARRINGTON, RIGHTER AND PARSONS, Inc. 



Represented Nationally by 
the HENRY I. CHRISTAL CO.; Inc. 



SYRACUSE, 



N 
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WTHI-TV Channel 10 
is the ONLY station 
with complete coverage 
of the Greater 

Wabash Valley 

• One of the Mid-west's 
most prosperous indus- 
trial and agricultural 
markets 

• $714,500,000 Retail 
Sales in year '53-'54 

e Blanketed ONLY by 
WTHI-TV'b 316,000 
watt signal 



* 227,000 Homes 

(147,000 TV homes) 



118,000 

UNDUPLICATED 
WTHI-CBS 
TV HOMES! 



WTHI-TV 

CHANNEL 10 
TERRE HAUTE, IND. 

316,000 Watts 



Kef/resented nationally 
by: 

Tho Boiling Co. 
Neiv York & Chicago 



vou want to save it. There"* a question 
as to whether you ever get around to 
reading it all hut that's the problem 
any promotion piece faces I suppose. 
In am case 1 like to feel that the sta- 
tion has wrapped up a complete story 
for me rather than sending little dribs 
and drabs. - ' 

In some eases brochures prepared 
by stations appear first as inserts in 
trade papers. How do buyers feel 
about receiving the reprints after 
they've seen originals in trade papers? 
Here's an answer representative of 
both agency and client responses, h 
comes from a buyer in a medium-sized 
agency which is just beginning to u.^e 
television heavily: 

'"I usual!) pull out inserts which 
look worthwhile in the trade papers. 
Rut the advantage of getting an extra 
copy by mail is thai you can pass it 
on to others in the shop. Sometimes, 
too, you feel that you don't want to 
pull the brochure out of the trade pa- 
per as a courtes) to others who are 
on the routing list. So I'd say that if 
a station has an extensive job (and 
there have been sonic good ones lale- 
1\ ) it should be sent around. " 

6. \larl.et data: Mailings which fo- 
eus on market information alone met 
with the same reaction as trade ads 
built on market stories. Timebuyers 
have little use for them since they are 
not instrumental in choice of markets 
on many campaigns. Account men, 
other agencv executives with general 
responsibilities and client executives 
are more interested. But the feeling 
in general is that much market data 
sent out duplicates material available 
from other sources. Best advice, there- 
fore: Restrict mailings of market data 
to subjects w hich are nevvsv or unique. 
(The situation, of course, varies with 
the market. A station in a medium- 
sized city surrounded by a rich area 
of small communities mav find it more 
important to sum up trading figures 
for its entire coverage area than the 
station in one of the top 10 markets.) 

7. Result stories: Some stations send 
out mailings on individual result sto- 
ries or send out groups of result cap- 
sules. When you ask admen about re- 
sult -lories, sonic tend to scoff. The 
negative reactions range from doubt 
that all local advertisers are reporting 
with complete accuracy to the sweep- 
ing declaration that '"any station can 
have one good result storv . ' Never- 
theless main ail managers in particu- 
lar wenl on lo sav that if the product 



is at all competitive with their own or 
is sold to the same market group, they 
would Mop to read. 

sponsor concludes that stations will 
serve their interests best if tliev pro- 
vide the recipient of result stories with 
as thorough a documentation as possi- 
ble. Spell out the objective of the ad- 
vertiser, his technique in using the sta- 
tion, the type of audience he sought, 
the form of commercials used and tan- 
gible indications of success. (Similar 
reasoning, of course, applies to trade 
paper ads. as was pointed out in the 
previous articles. ) 

P.. Miscellaneous: Many of the mail- 
ing pieces sent out fail to come under 
any of the classifications set forth" 
above. There are news announcements, 
for example, which may be accompa- 
nied by some elaborate form of card- 
board attention-catcher. There are 
simple letters adtlressed personally to 
admen and designed to sell some spe- 
cific facet of station operation. Some 
stations send out lists of clients. Some 
have information sheets on shows and 
talent. It was difficult lo elicit re- 
sponses on these v aried forms of mail- 
ing pieces because in general memora- 
bility of mailing pieees proved fleet- 
ing. Few admen, in fact, could point 
specifically to station mailing pieces 
they bad received in the recent past. 
But here are some generalizations 
SPONSOR can offer on the basis of over- 
all reactions from admen. 

• Keep it terse- -unless you're pro- 
v iding some extensive form of data for 
filing. A specific message you are 
seeking to implant must fight so hard 
for attention in a mailing piece, the 
standards you set for your media ads 
must be raised when you do a mailer. 

• By all means use the tricks of cre- 
ativity to get striking art work and 
interesting v isual devices. But be cau- 
tious about hulkv cardboard gadgets. 
There was a markedly negative reac- 
tion to the over-sized mailing piece. 
While \ou found plenty of people ad- 
mitting they got a kick out of novel- 
ties, there was a strong feeling that the 
big. hulkv piece lands quickly in waste 
paper baskets. SPONSOR makes this 



$99.00 INVESTED in the 

NASHVILLE, TENNESSEE 

NEGRO MARKET 

SOLD $3,500.00 in appliances 

via WSOK 
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Like 

Esplanade evening concert 



WHDH 

is a 

habit i n 
Boston 

You're not a true Bostonian unless you've enjoyed an 
Esplanade Concert on the banks of the Charles River 
under a mellow summer moon. 

And Bostonians are unique in more than their love for music. 
The over $153,000,001) spent annually on furniture and household 
products in Boston is a symphony of sales to any advertiser's ears. 

As a powerful independent station, WHDH is in a perfect position 

to program to Boston's unique pastimes and tastes. 

WHDH does . . , and so successfully that it, too, is a habit in Boston. 

Next time you have a household product to sell, buy time on 
the one station that's a habit in Boston . . , WHDH! 

REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY 

WHDH 

5 0,0 00 • BOSTON M50 ON THE DIAL 
WATTS Owned ond operated by The Boston Heroid -Traveler Corporation 



suggestion, therefore: Ke>trict the use 
of expensive "'spec tacular-"' to the most 
important announcements. \nd when 
\ou -end information to the adman 
on a bulk) piece he cannot possibly 
file, accompany it with a simple print- 
ed version of the -aine facts-. Then you 
nun accomplish the attention-capture 
\ou are after while providing the op- 
portunity for filing of the facts von 
want kept permanently. 
• Consider the values of simple mail- 
ings summing up items of current in- 
terest in bulletin fashion. Several 
timebuvers -nggested an l> 1 ■> x 11 



mailer with data pages removable and 
suitable for filing. 

The regular bulletin might incorpo- 
rate all the material usually sent out 
in scattered mailings and thus save 
time for recipients. With the same 
format used each time, they'd know 
what to expect, what they want to read. 
• Develop a reputation for never 
sending out puffed up material. While 
it's hard to draw the line between plain 
old-fashioned enthusiasm and the at- 
tempt to deceive, some stations are 
considered move reliable than others. 
La en buyers with their highly devel- 



oped familiarity with call letters were 
hard pressed to name examples of 
those they considered phonies. Hut the 
sentiment was that "there are some you 
ean trust more than others."' It makes 
sense, therefore, particular!) in regu- 
lar promotion efforts, to provide the 
most thorough possible documentation. 
• Make sure you can afford to do the 
kind of job that's necessary. In di- 
rect mail, a number of advertising 
managers pointed out. the station must 
compete with high-powered network 
operations as well as with national or- 
ganizations of even kind. 

Said an oil company advertising di- 
rector: ''A station can tell its story 
simply in an ad within the body of a 
magazine and even if it isn't glossy 
treatment it may seem acceptable 
alongside main other similarly pro- 
duced ads. Hut when they take to the 
mails 1 think the) have another psy- 
chological problem. There is nothing 
to hold your interest but the piece it- 
self and if it looks crude they mav be 
losing face. I don't mean to say the 
fanciest is best. A simple piece mav 
hit you hard. Hut J just wonder 
whether some of the stations realize 
how their pieces look along.-ide slicker 
jobs we get from their own networks 
or from magazines and the major sta- 
tions."' 

There was no question but that mail- 
ings from the networks or from the 
stations which are part of major 
groups were considered most attrac- 
tive. But even the often-lauded CBS 
or iVHC pieces suffer a high casualtv 
rate when it comes to closeness of at- 
tention, recipients stated. 

In essence sponsor's conclusions 
about mail from stations and networks 
seem to bear out general findings 
about direct mail. Here is the list of 
I advantages and disadvantages of di- 
rect mail which were contained in 
sponsor's All-Media Evaluation Stud) 
(recenth published in book form). 

Advantages as reported by the Di- 
rect Mail Advertising Assn.. 1953: 

1. Can be directed to specfic indi- 
viduals or markets with mass or spe- 
cialized mailings, any appeal. 

2. Can be made personal to point of 
being confidential with name, address 
at top. name in bod) of letter. 

3. Is single advertiser's individual 
message, docs not compete with other 
advertising. 

{Please I urn ]>age) 




MR. BAKER- 

OF BREAD, BUNS, COOKIES AND CRACKERS' 

If you sold just one loaf of your broad per week 
to the homes which listen to WGN each month dur- 
iny; the day — that would mean 10.618.480 loaves!* 
At 10c a loal, that's $1,061,848 in sales in one 
month! 

WON teaches more homes than any other adver- 
tising medium in Chicago, and our Complete Market 
Saturation Plan has proven it can .sell your products 
to these homes. 



"Xiplxen ('overage Service 



. / Clear Channel Sicilian 
Serving the Middle II' 'est 
M 15 S 



5(1.1100 Wntts % 

720 
On \<nir 
Dial 




Eastern Sales Office-. 220 E. 42nd Street, New York 17, N Y for New York City, Philadelphia and Boston 

(icnrKc r. llolliuLili'TV Co, 
l,<is Anc;i-li's — 111 W. filli SI • NV«- York 51)0 "jlli Ave. • Allajtlil — 223 f'ertchmr St. 
< liit'iiKo .'107 X. Mii'hicnu Avt. • Sum Knini ikco 62"i Market St. 



108 



SPONSOR 



Now, isn't this fflBMQJQiM* 

Here is really a galactic cluster* 
of large cities being served by 



WWJ-TV's Toll Tower and Maximum Power 




SPECTACULAR FACTS 

■X Population Coverage . . 5,988,000 
* TV Set Coverage ...» 1,466,000 
■* Tallest Tower in the Detroit Area . . 1063 Vi feet 

Maximum Power 

Finest Studio Facilities 

LET WWJ-TV BE YOUR STAR SALESMAN IN THIS GREAT AREA 

*with the express permission of "Pat" Weaver 



•~: .'CIS 



In Detroit < . You Sell More on Channel 



FIRST IN MICHIGAN • Owned and Operated by THE DETROIT NEWS 
National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 




WHWTV 



NBC Television Network 
DETROIT 
Associate AM-FM Station WWJ 
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4. 1;- not limited in -juice and for- 
mat, can run from -imple nolo to cata- 
logue of a thousand page*. 

5. Permit* complete flexibility in 
materials and processes of production 
with no limitation except cost. 

(>. Knahles von to introduce novelty 
and realism into your story so you 
can excite interest, sell too. 

7. Can be produced according to 
needs of vour immediate schedule: you 
can turn the flow on overnight. 



8. Can be controlled for specific 
jobs of research, reaching small 
groups, testing ideas, appeals, reac- 
tions. 

9. Can be mailed to coincide with 
meetings, com pillions, or salesmen's 
arrival for double impact. 

10. Makes it easier for reader to 
buy because of order blank and post- 
paid reply envelope. 

Disadvantages, as gathered bv spon- 
sor from interviews with media spe- 
cialists, were as follows: 



1. Most of I he letters end up in 
waste basket unread, sav media ex- 
perts. 

2. Cost-per-1,000 persons reached 
is highest of any medium, according 
to available statistics. 

3. Lists must be constantly cleaned 
or grow outdated. Research on names 
must be continuous. 

J. Unless yon use personally typed 
letter, few people are fooled thev are 
getting personal message. 

5. Yon must be prepared to test 
contiimouslv lists, copy appeal-, of- 
fers, mailing methods, art. 

6. Agencies generally slum it or 
charge extra to plan direct mail cam- 
paign for sponsor. 

Probably the most costly yet best 
liked form of mailer used in the trade 

*.★**★**.*• 

"In ] 9.>2 telev isian's share of all me- 
dia advertising; v»as «even per cenl. Uy 
the end of 1936 — 1 think the television 
industry's slice of lolal advertising will 
he alwint 20°J and will total almost two 
hillion dollars.'* 

ROBERT W. SARNOFF 
ABC 

Executive Vice President 

is the gimmick, \o one has ever sat 
down to try and determine the cost- 
per-1,000 of a cow's tail, coon skin 
cap. jumping bean, back sew teller, sal- 
ad fork, or ash tray but gimmicks of 
this type win plenty of approval. 

Recipients enjoy them and »av thev 
constitute good "reminder"' copv. 
There were these cautions, however. 
First, if the gimmick is to be kept on 
a desk top it nmsl be cither novel 
enough or presentable enough to merit 
permanence. \n item needn't be ex- 
I pensive but if it somehow has the aura 
ot elaplrap. it won t last. 

Second, as long as you have the re- 
cipient's attention, send something fac- 
tual along loo. \ mailing piece will 
undonbtedlv get more notice if it's 
lied vvilh ihe gimmick. It's probably 
the most expensive possible wav to get 
vour message read, but if \oii \e got 
the budget for it. it works. 

Third, make sure vour call letters 
arc af fixed to the gimmick if it s at 
all possible. There's mam a (lever 
gadget sent out in the past few years 
which admen could recall receiving but 
whose sender had long since been for- 
gotlen. Make sure you're selling the 
station and not the gimmick. * * * 
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OUTSTANDING . . . 
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IN PEORIA 

POLLSTERS AGREE 

Hooper*, for the past TEN YKAKS has reported 

average share of audience peater than the next two 

station's combined. 

AND NOW 

Piilsc~ reports . . . Vnil»D has more listeners than the 
next two stations combined . 

l*oll«.lers aiiree . . . WMI5I) dominates IVoriarea. 
Vthertisers a«rree . . . WM15I) jrels results. 
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• C E. Hooper Reports 1945 Ihru 
1954 

if Pulse Inc. November 1954 
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THE STORY 



0 




A HALF 



ILLION DOLLARS 



AND TWENTY-TWO YEARS 



Mr. D. Clements Sperry, Otosco 
Advertising Manager, who has 
directed the expenditure of some 
half million dollars in radia adver- 
tising aver KVOO during the past 
22 years. 



n January 1, 1955 the Oklahoma Tire & Supply 
Company began its twenty-third consecutive year of 
newscast sponsorship over KVOO. This is an out- 
standing record of advertising consistency and is indicative 
of the year in, year out top value of KVOO service. As 
Mr. D. Clements Sperry, Advertising Manager for "Otasco" 
stated at the luncheon commemorating this renewal, "KVOO 
has always been one of our most important advertising 
buys, not only because it is our best value on a cost per 
listener basis, but also because it always delivers results, the 
kind you can check on the cash register! That is the most important reason why we are renewing 
our two daily newscasts for the twenty-third consecutive year, even in the face of a rate increase!" 

Radio advertising as exemplified by KVOO, and so substantially confirmed by Oklahoma Tire & 
Supply Company, continues to be the best buy for anyone who needs to reach the great, buying 
minded audience of Oklahoma's No. 1 market at lowest per listener cost! Take the word and 
example of those who know — firms like Oklahoma Tire & Supply Company which has grown from 
12 to 2 1 6 stores during the twenty-two year period of its KVOO news sponsorship! 

No matter what you sell, you can tell more people about it at lowest per listener cost over KVOO. 

Your nearest Edward Petry & Company office will gladly give you the profitable details. 



RADIO STATION KVOO 



50.000 WATTS 



N8C AFFILIATE 

_ EDWARD RETRY AND C0». INC. NATIONAL REPRESENTATIVES ^ 



OKLAHOMA « CREATE ST STATION 




TULSA. OKLA, 
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SPONSOR ASKS 

i Continued from page -50) 

tract.* toda\. il seems, for large ?um? 
are being paid to insure excluMvily 
o\er a period of \ear:-. Whatever is 
unique, and therefore limited in quan- 
tit\ . Ini- a phi- \alue to the owner if 
exploited through hut one avenue, for 
those who would have or enjoy that 
product must obtain it through the one 
avenue in which it is offered. 

It seems obvious, then, that radio 
-tiition talent also available on tv has 
diluted its value to each media. Ra- 



dio mu^t keep and promote exclusive 
talent for. after all. both radio and tv 
are seeking to reach and hold the same 
ultimate consumer. That medium 
which finds, develops and holds exclu- 
sively the best talent will get and hold 
the bulk of the ultimate consumer. 
As proof, witness the recent boxing 
match carried on radio onk when the 
overw helming majority of the total 
available audience was listening to the 
match on radio! In addition, tech- 
niques on radio and t\ differ — there- 
fore an additional reason for speciali- 
zation in an age of specialists. 




ONE HALF 
OF TEXAS! 







HOW AID W. DAVIS, Owntr ^jgfljK 

SAN ANTONIO, TEXAS 

5000 WATTS 


HOWARD W. DAVIS, ffti.lff|yPr 

CIENN DOUGLAS, Mgr. 

HOUSTON, TEXAS 

5000 WATTS 


ON 630 


ON 61 0 


FOR THE 6TH 


KLBS 


CONSECUTIVE 


CROSSED 48% 


YEAR 


MORE IN 1954 


KMAC WILL BE 
SAN ANTONIO'S 


THAN IN 1953. 


BIG LEAGUE 


THE BIG BUY 


BASEBALL 


IN THE BIG 


STATION. 


STATE. 


ASK THE WALKER REPRESENTATION CO., INC. ) 




1 firmly believe that any organiza- 
tion which operates both radio and tv 
properties and integrates tbe talent is 
bleeding both properties. Possibly 
radio talent is entitled to their tv 
chance in a ease of this kind, but then 
they should take the whole gamble. 
All tv or all radio. This is an involved 
answer but it's an involved question. 
If the listener-viewer has a choice of 
which he shall do to obtain his fa\or- 
ite talent it will likel\ not be long 
until lie bas a new favorite, either lis- 
tening or viewing-. On stage the spot- 
light flood* the. entire stage only when 
you want the entire stage featured — 
y on feature the star in a single spot. 

AM-TV UP TALENT POPULARITY 

By I*. A. Sugg 

Kxerutire l .l'. and Manager 
WKY Radiophone Co.. Okla. City 

Long before 
WKY-TV went 
on tbe air June 
6, 1949, we came 
to grips with tbe 
problem of using 
WKY radio tal- 
ent on tv. After 
careful consider- 
ation we decided 
to use talent intercbangeably. 

In our opinion tbe decision was a 
most fortunate one. For we found 
that listener loyalty— to entertainers 
and announcers who had built good 
reputations on WKY — transferred 
smoothly to viewer loyalty on WKY- 
TV. We learned that the curiosity fac- 
tor alone, the desire of the public to 
see in action those the) previously 
had heard only, was a prime drawing 
card that helped speed up tv set sales 
in our area. 

The important point for us, and for 
any similar operation, is that talent 
formerly heard only, increased their 
prestige and popularity' both on t\ and 
am b) being seen as well as heard. 
Despite main public appearances by 
am talent during radio-only days, 
thousands and thousands of listeners 
could only imagine what the person 
whose voice they heard, really looked 
like in person. <\s we all seem to 
agree, it turned out people feel more 
kindly toward and accept as friends 
more quickly those they can both see 
and hear than those they hear only. 
I believe that was true as applied to 
radio stars who gained added popu- 
larity in films during the pre-tv days. 
In a joint operation such as ours. 
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AMARILLO GAS 




a self- rising flower 



^ ---- 



TJ EL1UM, the colorless, odorless, tasteless, 
-*• exceptionally light non-burning gas, 
conies from the natural gas and oil fields 
around Amarillo. Recovery methods were 
developed here; the main helium field and 
recovery plant are important points of in- 
terest. Once, when a slight touch of Pan- 
handle weather turned the sky black and 
slain 111 ed the temperature down thirty de- 
grees, a transcontinental plane was grounded. 
One of the impatient passengers, a high- 
spirited filly from the Coast, checked in at 
a hotel and bent the clerk's ear. "What's 
there to see in Amarillo?" 

Civic-minded as all gel-out, the hotel man 
volunteered, "We have the only helium 
plant in the world." 

The lady brightened. ''Indeed?"' she said. 
"Is it in bloom now ?"' 



The plant isn't in bloom, but Amarillo 
and the Panhandle are. There's dough-on- 
the-hoof and the glint of gold on the wheat- 
lands. The oil wells are in flower, the live- 
stock market's busy, the Amarillo area is first 
in the nation in per family retail sales. 

Come pluck the flars. 



KGNC-AM & TV 

mAmarillo 




NBC and DuMONT AFFILIATE 



AM: 10,000 wafts, 710 kc. TV: Channel 4 • Represented nationally by the Katz Agency 
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TRIED by a 
10 MAN JURY 




Yes, 10 of the current accounts 
on Bob Trcbor's "DAY- 
BREAKER" Show have been 
sponsors for 3 or more years. 
Several for 4'/2 years on this 
5-year-old show. 

The verdict of this 10-man 
jury is justified! From morning 
to night WVET gets results 
in the Metropolitan Rochester- 
Western New York Market, 
3rd largest, in America's first 
State. 

5000 WATTS 
1280 KC 




BOB TREBOR 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLL1NG COMPANY 



Radio 
Executive 

With over 20 years experience 
in all phases of operation desires 
to purchase part interest in good 
station in fair size market and 
take over management. Or would 
take over management without 
interest. 

This is mi excellent opportunity 
for station owner desiring to semi- 
retire or retire from station hut 
wanting In keep interest in busi- 
ness. Knowing he would have an 
honest and capable person pro- 
tecting his interests. 

Best of references can be fur- 
nished. 

All replies will he kept confi- 
dential. 

Write to Box 221 

co SPONSOR, 4C E. 49th St., N.Y. 



lliere is another important point. I \ 
•-till has the aura of money and glam- 
our. It is difficult to set first-class tal- 
ent, cither performers or straight an- 
nouncers, if these people know they 
would have no chance to perform also 
before the tv camera?. Therefore, our 
talent who may he assigned initially to 
\\ KY radio know that if they do a 
good job and are otherwise qualified, 
they will have the opportunity to work 
on the tv side also. 

The interchangeable system has an- 
other advantage. By having your com- 
plete announcing or talent staff avail- 
able for either medium, a joint opera- 
tion is able to vary voices on am. 
voices and faces on tv. so that talent 
is not likely to "burn out" so quickly 
with the public. 

Lastly, the popularity gained by our 
tv announcers ami performers carries 
with them to their radio assignments. 
^^ost of the listeners have seen them, 
know what they look like and how 
the) act. and though they cannot see 
them via radio, know who's talking or 
performing. That makes for greater 
acceptability of voice-on]} commer- 
cials, a friendlier feeling of listener 
toward talent. And that is what pays 
off when the audience popularity sur- 
ve\s arc made. * * * 



PLOTKIN MEMO 

(Continued from page 31) 

stations in a large city is fewer than 
the number of networks can stations 
approach an equal bargaining position 
with the networks. And with the in- 
crease in the number of tv stations on 
the air. this bargaining position is be- 
ing weakened. "The very act which 
promote.* diversification of viewpoint 
at the local level by increasing the 
number of stations also accentuates 
their dependence on the networks." 
1'lotkin says. 

The solution to the problem, staled 
I'lotkin, "is to remove the subordina- 
tion of stations to networks by expand- 
ing program sources. ' Vnd the source 
to look for additional pro« raining ma- 
terial is "national and regional adver- 
tising revenue channeled through na- 
tional spot business. " 

The memo anticipates the argument 
that option time may be nere.swary to 
the existence of the networks. I'lotkin 
has two answers. One is that the net- 
works warned during the early -10s 



that the Chain Broadcasting Regula- 
tions which banned exclusive station 
affiliation with networks and territorial 
exclusivity for affiliates would make it 
impossible for networks to operate. 
But, I'lotkin ?aid. "The regulations did 
go into effect, and the networks sur- 
vived: indeed, tbev have prospered 
under the regulations.'' 

The other answer, in essence, is: Let 
'em fight it out and may the best man 
win. Free competition should prevail 
and no artificial advantage should he 
given one segment of an industry over 
another by the government. I'lotkin 
reasons. If networks are necessary to 
the national welfare, he states, then 
they should be regulated. "For it is the 
tradition in our system of government 
that no protected monopoly situation 
is permitted unless accompanied by 
detailed public regulation as to rates, 
practices, earnings and other business 
practices.'' 

How would advertisers he affected 
by the elimination of option time? 
SPONSOR asked both spot and network 
sources for their views. 

National and regional spot and lo- 
cal accounts, said a rep executive, 
would find more time available and. 
conversely, network advertisers would 
find less time available. 

The view that more advertisers 
would be brought into tv was expressed 
by Adam J. Young. Jr.. president of 
both Adam J. Young. Jr.. Inc.. and 
the Stations Kepresentativ es Associa- 
tion. 

Young said that, at the present time, 
"a rather short list of national adver- 
tisers who have been able to hold vir- 
tually all of the most desirable evening 
listening hours . . . would be seriously 
affected because it would no longer be 
convenient to buy time nor would it be 
possible for this relatively small group 
of advertisers to retain the present vir- 
tual monopoly on a siishtantial por- 
tion of the most desirable listening 
hours." This group, said Young, would 
probably represent lot) to 2(H) cor- 
porations. 

On the other hand, rem linued ^ oung. 
"there are main thousands of national 
and regional advertisers that have al- 
ways found it impractical to buy good 
programs on a spot basis because, for 
the most part, they had to he content 
with secondary time periods in many 
markets.'" oung listed among those 
who would benefit by an option time 
ban advertisers with budgets loo small 



CHANNEL 




WCBS 


New York 


WBBM 


Chicago 


KNXT 


Los Angeles 


#DTV 


Pittsburgh 


WGR 


Buffalo 


WSB 


Atlanta 


lOO.Ooo 


o 



THE LAND OF MILK 

and d&ONEY 



WMAR 


Baltimore 


WJBK 


Detroit 


WMT 


Cedar Rapids 


WFMY 


Greensboro 


KPRC 


Houston 


WLWD 


Dayton 


KFEL 


Denver 


KFIF 


Alaska 


WKAQ 


Puerto Rico 


WUSN 


Charleston 



The Cow That 
Lives in the 



Parlor! 




She travels with the very best people; 
is seen in the best of channels 



WBAY-TV 



Rep.- 

WEED TELEVISION 
New York 



Haydn R. Evans, General Manager 

Only full time operation in 100 mile 
radius* Interconnected CBS, ABC, 
DuMont for 55 counties in the Land of 
Milk and^bney. 
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Any way you figure it . . . Pulse,* 
January 1955, confirms . . . 

• KLZ IS FIRST in total ratings from sign-on to sign-off. 

• KLZ IS FIRST in News: all four of KLZ's authentic newscaster per- 
sonalities are first in each of their respective newscast ratings — 
yes, even against network commentators. 



• KLZ IS FIRST during more quarter hours 
than any other Denver radio station. 



day and night 




More people are listening to radio today than before television 



The January Pulse survey proves that the over-all radio tune-in in 
Denver is higher now than before television. 

And . . . with KLZ's highest share . . . day and night ... of this higher 
tune-in — PLUS a 21% increase in Greater Denver's population 
(this means at least 20% more radio sets) — KLZ Radio is a "must" 
buy ... any way you figure it! 



Sell your product on the station most listened- to 
in the market- where radio tune-in today is higher 
than before television! 



YES . . any way you figure it ... in the booming Denver market 
where Radio has gained — KLZ LEADS. Buy this audience — Sell 
this audience. 

Ask a KATZ man for details or contact KLZ Radio Sales 

•plUSf, Inc., nationally recognized broodcoif-ouciience reieorch authority. 




for network programing, those with 
limited distribution and those with sea- 
sonal products. Local advertisers, such 
as department store.-, would he pleased 
by the option time elimination. Young 
pointed out. because it would gi\e 
them an opportunity to clear time dur- 
ing peak listening hours. 

The belief that more advertisers 
would be attracted to tv were option 
time to he banned is disputed in net- 
work circles. It is held that the same 
advertisers would dominate video even 
if there were no networks. The) would 
mereh bu\ the time on a spot basis 
rather than on a network basis, it was 
said. Some advertisers would do even 
bettor with .-pot film than they could 
by Inning a network since it would be 
posible for them to buy the best sta- 
tion in each market rather than accept- 
ing a pie-set network lineup. 

One source even discussed the pos- 
sibility of "super networks" set up by 
the advertiser himself and recalled that 
the possibility of such networks was 
discussed before the Senate Commerce 
Committee in 1941. 

At that time the FCC had just in- 
corporated a ban on option time into 
its Report on Chain Broadcasting. This 
ban was later modified to permit the 
networks to exercise options against 
local and national -pot programs, but 
not against other networks, and that is 
how it stands today. 

Before the ban was modified, how- 
ever, \iles Trannnell, then president 
of NBC. told the committee, in testify- 
ing against a ban on exclusive option 
time (which was not changed), that a 
group of advertising agencies or ad- 
vertisers on their own account could 
construct their own network. 

"There i- no problem in intercon- 
necting broadcasting stations.'' said 
Trannnell. . . . ''Such (super advertis- 
ing) networks, however, would lead 
to a concentration of advertising sup- 
port for broadcasting over larger sta- 
tions and in larger communities. . . . 



The large advertiser, from experience, 
is thoroughly familiar with the cover- 
age and popularity of practically all 
stations in the country. Being desirous 
of purchasing the best network — and 
bv that we mean the network that will 
give him the greatest audience at the 
low est cost— the advertiser already sees 
in these regulations the opportunity to 
put together a network lineup hereto- 
fore unavailable to him, by selecting 
the best stations from all networks." 
Whether the tv networks have the 
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same opinion regarding super networks 
as a result of an option time ban today 
is not known. With the exception of 
Dr. Stanton's statement, which did not 
comment orr any specific proposals 
made h} l'lotkin, tire networks have 
been silent. 

To those close to the networks it is 
clear, however, that the proposed op- 
tion time ban is still regarded as a 
threat to their existence. One source 
told SPONSOR: 

"It's very simple what would hap- 
pen. The stations get 70 cents of every 
advertiser's dollar from spot and onlj 
30 cents from network. If you owned 
a station, what would you want — 70 
cents or 30 cents? 

"Of course stations still want net- 
work programing. A lot of them de- 
pend on it to build circulation and sell 
announcements. But it only takes a 
few stations to throw a monkey wrench 
into the machinery. 

"Here's what 1 mean. Let's take a 
hypothetical advertiser who wants a 
network lineup of 75 'Stations. Suppose 
a dozen stations in the top 50 markets 
decide they don't want to carry the 
show. The advertiser will probably 
drop the whole thing and buy spot. If 
the big advertisers can't get into the 
important markets, he doesn't want a 
network show. 

"Now. if this happens in. sa\ . BQ'/r 
of the shows, the networks might as 
well give up. A network, with its high 
costs of operation, can t run at half- 
steam." 

Exclusivity: hi its Chain Broadcast- 
ing Regulations, which were adopt- 
ed in 1941 and which went into effect 
two years later after an unsuccessful 
court fight by the networks, the FCC 
sought to strike at two network prac- 
tices which it felt tended to stifle com- 



petition. One was- exclusive affiliations 
and the other was territorial exclusiv- 
ity. The former prevented a station 
from carrying programs of another 
network and a,->ured tin 1 networks of a 
sure outlet in a market when it sold a 
program to an advertiser. Territorial 
exclusivity protected the station since 
the network promised it would not 
make any programs available to any 
other station within a certain radius. 

1 he present FCC regulations, while 
they don't require a station to take 
programs from other networks, forbid 
any agreement between station and 
network which would prevent the sta- 
tion from doing so if it wishes. And 
one network cannot exercise a time op- 
tion against another network. 

As to territorial exclusivity, the reg- 
ulations forbid agreements between 
station and network (1) which would 
prevent another station servicing a 
"substantially different area" from the 
regular affiliate from carrying shows 
of the network in question and (2) 
which would prevent another station 
in the same area from carrying a show 
not carried by the regular affiliate. In 
the latter case, the regular affiliate is 
permitted first-refusal rights. 

Plotkin contends that the ban on 
exclusive affiliation has not worked out 
in practice. In markets where there 
are four or more radio or vhf stations 
each network has a regular affiliate 
which usually takes programs from 
that network alone. However. Plot- 
kin said: "Where there are fewer than 
four (tv) outlets in a market, or where 
some of the outlets are vhf and some 
are uhf. the vhf outlets are almost in- 
variabh the affiliate primarily of i\BC 
or CBS, but thev generally do take 
some programs from the other net- 
works." 

Regarding territorial exclusi\it\. 




Ths only Television 
Station in the rapidly 
expanding Abilene, 
Texas market area. 



Set Count on 
Jan. 1, 42,240 
55% Saturation 




JOHN RELAND 



reasons 




WALTER SLEZAK 




EDMOND O'BRIEN 



PLAYHOUS 




Represented nationally by 
JOHN E. PEARSON TV Inc 



ABILENE 
TEXAS 



52 star-spangled films, paced by 
top names from Hollywood and 
Broadway. . .great scripts. .. superb 
direction by Roy Kellino, Ted Post, 
and others. If you want to make a 
real impression, this is for you ! 

ABC FILM 
SYNDICATION, INC. 

7 W«»t 66th St., N. Y. 

CHICAGO ■ ATLANTA • HOLLYWOOD • DALLAS 
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the LONG ISLAND story 





DOMINATES 

Long Island's Big, Rich 
NASSAU COUNTY 

RETAIL SALES 
$1,003,784,000 

Greater Than 14 States 

(Sales Mgr.) 
★ ** 

WHLI has a larger daytime au- 
dience in the Major Long Island 
Market than any other station. 

"The Pulse" 



FOR HOTEL ACCOMMODATIONS^ 
IN JVEW YORK ViTl 

CALL YOUR LOCAL TRAVEL 
REPRESENTATIVE OR 
TELETYPE — N Y 1-3601 

GRAND CENTRAL AREA 
% 

LEXINGTON AVENUE AT 
49TH STREET 

1200 Modern Rooms Tele- 
vision equipped. Reasonable 
Rates, Swimming Pool 
(complimentary to guests). 
Coffee Shop, Restaurant, 
Cocktail Lounge. 

RADIO CITY AREA 






51st STREET, JUST EAST 
OF 7th AVENUE 
A 23 Story Modern Hotel, jiij 
Accommodates 1,0 00 • 
Guests. Sensibly Priced. 
Breakfast Room, Stock- i;;fj 
holm *est.iurant. AAA k.v: 
Recommended. "iiiiii 



TIMES SQUARE ARFA 




Comfortable Accommo- 
dations for 800 Guests 
at Moderate Rates. 
Coffee Shop and 
Cocktail Lounge. 

fl 




while there are obviously no contracts 
which violate FCC regulations "this 
does not necessarily mean that the reg- 
ulations have been effective in making 
available to non-affiliates on an ex- 
tensive scale such network programs 
a> may be rejected by the regular 
affiliate." As to the second aspect of 
territorial exclusivity - -areas of pro- 
tection — -'"it is not possible on the basis 
of data thus far available to draw hard 
and fast conclusions." 

Plotkin made clear his dissatisfac- 
tion with the way affiliations are grant- 
ed and his belief that the public has 
a legitimate interest in the methods by 
which affiliations are granted. He said 
it was "essential that serious consid- 
eration be given to methods for insur- 
ing thai such affiliations are awarded 
in a reasonable manner so that the full- 
est competition is assured." 

How r can tins be done? Plotkin ana- 
lyzes two alternatives applicable to net- 
works, the "common carrier" approach 
and the '"Associated Press case" ap- 
proach. 

He rejects the common carrier con- 
cept, which, in its broadest sense, 
would mean that networks would have 
to offer affiliations and programs to 
all stations who want them. This, he 
points out. would be impractical for 
advertisers, who might have to pay 
for duplicate coverage since two or 
more stations in the same market might 
well ask for the same program. It 
would also, he >aid. be wasteful of the 
limited broadcast band facilities and 
would not provide enough variety of 
programing for set owners. 

In the Associated Press case, the 
Supreme Court held that AP service 
was important enough to the. success of 
a newspaper to warrant requiring AP 
to provide its service on a non-discrim- 
inatory basis. The purpose of this re- 



quirement: to keep alive competition. 

Plotkin applies the same reasoning 
to networks. ""The importance of a 
network affiliation to successful opera- 
tion of a television station is sufficient- 
1) great that the government is war- 
ranted in seeing to it that no arbitrary 
discriminatory practice*, are followed 
by the network in the awarding of such 
affiliation."' The only exception to this 
general rule, said Plotkin, is that the 
network need not make affiliation 
available where it would create ""a sub- 
stantial duplication" of the network's 
programing. 

Plotkin calls for three changes in 
present practices to achieve his objec- 
tive: First, the networks should be re- 
quired to publish and file with the 
Commission the standards they purport 
to follow in determining what is exces- 
sive duplication in the awarding of 
affiliations. . . . 

'"Secondly, the Commission should 
set up a procedure to insure that net- 
work programs not carried by a regu- 
lar affiliate should be made available 
to other stations. . . . 

"Thirdly. serious consideration 
should be given to making changes in 
those rules and regulations of the Com- 
mission which accord a qualified con- 
fidential status to some of the reports 
and information which are filed with 
the Commisison by licensees and net- 
works." 

ft should be pointed out that the sec- 
ond recommendation would only bene- 
fit stations with "substantially differ- 
ent'" coverage from the regular affiliate. 
Moreover, if the program were spon- 
sored, the station which might benefit 
would have to convince the advertiser 
to buy time. It would not get that time 
automatically. 

Since Plotkin leaves to the Commis- 
sion to determine what would be con- 



LET'S MAKE 'EM ALL SCOUTS 





GIVE 

GREATER NEW YORK COUNCILS 
BOY SCOUTS OF AMERICA 

H Will kOTH tlltll. NIW YOIK 11. N. Y 
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Metered "substantially dillerent" cover- 
age or "excessive duplication," it is 
not clear what tlie result would he so 
far as advertisers are concerned. That 
is, if advertisers consider the overlap 
of stations too great land there would 
probably be some overlapping) , the) 
might not buy time on a station which 
carries a program previously rejected 
by another station. Or. to put it an- 
other way. if an advertiser does not 
want a program in market '"A" he 
might not want a program telecast 
from a station in market "B" whose 
signal reaches a considerable number 
of viewers in market "A". 

When he gets down to exclusivity 
restrictions on the station level, Plot- 
kin conies uj) with some radical pro- 
posals. His basic idea is that in mar- 
kets where there are less than four tv 
stations of "relative!) equal desirabil- 
ity" there be limits on the amount of 
time a station can devote to CBS and 
\BC programing. The reason: "The 
non-availability of outlet time in one- 
and two-station communities severely 
curtails the opportunity of ABC and 
Du .Mont to compete for national ac- 
counts and tends to perpetuate the 
dominant positions which CBS and 
NBC occupy in this field." 

Blotkin does not say flatly how the 
limiting of CBS and NBC programing 
on specific stations should be carried 
out. but he lias some definite sugges- 
tions. 

First, he says, the FCC should make 
a list of markets in the U. S. with fewer 
than four tv stations of "relatively 
equal desirability." A uhf station 
would not be included in this list un- 
less conversion reaches about 85 or 
90'"? , or whatever figure the commis- 
sion decides. It is clear that Plotkin 
understands that a substantial number 
of markets would be affected since, in 
another part of his memo, he points 
out that only seven markets have four 
or more vhf assignments. 26 have three 
vhf assignments. 32 have two, 18 have 
one and 17 have uhf-only assignments. 

Plotkin does not recommend anv 
specific percentages of time which 
would be allowed CBS and NBC pro- 
graming but he gives examples of how 
it could be done. "Where there is only 
one station, it should not he permitted 
to make available to NBC and CBS 
combined more than two-thirds of its 
time within each segment." (The seg- 
ments referred to are the time break- 
downs within each 24 hours as now set 
up by the FCC for regulating option 



time contract*.) Where there are two 
stations, the figure would be 75' \ for 
each one. Where there are three, the 
figure would be 85' » for each one. 

While ABC and Du Mont clients 
would, in many cases, be happy to run 
their shows on regular CBS and ABC 
affiliates, what would happen if they 
don't use the time? In that case, says 
Plotkin, the station may make time 
available to CBS and NBC but "sub- 
ject to recapture on reasonable notice."' 

However, Plotkin say?, the time re- 
served from CBS and NBC would not 
have to be turned o\er to ABC or Du 
Mont. The station should be free to 
carry any other type of program it 
wishes. National spot shows, for ex- 
ample. 

Since the percentages of time re- 
served from CBS and NBC would be 
fixed by the Connnisison, it is not 
clear what the effect would be on CBS 
and NBC clients if the Plotkin memo 
proposals were accepted. But it ap- 
pears posible that some CBS and NBC 
clients would he bumped from certain 
time slots in a number of markets. In 
certain cases these clients could clear 
time on less desirable uhf stations or. 
perhaps, they could clear time on the 
more desirable stations during another 
segment of the day. 

Who would be bumped? What 
standards could be set for bumping? 
The Plotkin memo doe- not suggest 
any answers. 

The Plotkin memo also devotes quite 
a bit of space to uhf and other issues. 
It is no accident that the subject of 
uhf and network regulation are com- 
bined in the same report for it was the 
Commerce Committee's investigation 
of the uhf problem in the last Congress 
which led to the Plotkin memo. 

Here is a brief sunmiary of other 
Plotkin recommendations : 

Uhf: Plotkin conies to the conclu- 
sion that tv will have to live with both 
uhf and vhf. The suggestion to move 
all tv to uhf is rejected as impractical 
and a threat to the public's investment 
in vhf receivers. Howe\er. Plotkin sug- 
gests a compromise in "selective de- 
intermixture," that is, reallocating 
channels wherever practical to provide 
for more all-vhf or all-uhf markets. 

Another IMotkin recommendation is 
that the excise tax be removed from 
all-channel (.vhf-uhf) tv receivers. The 
former committee counsel lists two al- 
ternative wavs of doing this; (ll 
granting tax exemption for all-channel 
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PLAYHOUS 




Strictly a top-drawer series ... 52 
films combining famous stars (like 
these), great stories, top production 
in one quality package. No wonder 
critics call them "outstanding" 
..."first class" ! 

ABC FILM 
SYNDICATION, INC. 

7 Wesl 66th St., N. Y. 
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recehers only and 1 2 I granting tax 
exemption only if the manufacturer 
makes only all-channel receivers in the 
U.S. Plotkin favors the latter. 

Networks acting as national spot 
representatives: ". . . it would appear 
difficult to justify the practice of NBC 
and CBS acting as national spot repre- 
sentatives for the stations affiliated 
with them." 

Co-axial cable and microwave 
charges: "The Commission should un- 
dertake at the earliest praeticahle date 
an examination of the reasonableness 
of the telephone company charges re- 
lating to broadcast operations and of 
the proposals for cheaper ser\ ice to 
sparsely settled areas.*' 

Ownership of am and tv networks 
by same organization : ''The Commis- 
sion should give continuing considera- 
tion to" separating ownership of radio 
and tv networks. 

Ownership of stations by the net- 
works: "Ownership of stations in tal- 
ent centers like New York, Chicago 
and Los Angeles has historical justifi- 
cation. Most careful consideration 
should be given as to whether the own- 
ership of additional television stations 
b\ the networks is justifiable." 

Multiple ownership of stations by 
non-networks: "Serious consideration 
should be given by the Commission to 
a re-exainination of its policy with re- 
spect to ownership of station? so as to 
determine whether three television sta- 
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tiutis are the maximum which any one 
group should be permitted to own. In 
addition, a careful study should be un- 
dertaken as to whether multiple owners 
have abused the power inherent in 
ownership of multiple stations by se- 
curing desirable affiliations by methods 
which constitute violations of the anti- 
trust laws." 

Duration of network contracts: "It 
is tjuite common for the networks to 
use a form of contract which binds the 
affiliate for the maximum period but 
which permits the network to cancel 
before the end of the term. It is diffi- 
cult to see how such lack of mutuality 
can be justified." * * * 



RADIO RATES 

(Continued from page 39 I 

priced 'package* plan at national rates, 
you know that you're paying the same 
price as any other national advertiser 
- if you're dealing with a reputable 
station and rep organization." said 
Evely n Jones, chief timebuyer of Dona- 
hue & Coe. "But when you get into 
local rates, you get into a nightmare 
world. Sure, a client may be able to 
drive a hard bargain by working 
through a dealer. But how can be be 
sure he's paying the lowest local rate? 
Stations seldom publish their local rates 
in any standard reference book. So 
there's realK no way to tell. In fact, if 
the business is placed through an ad 
agency who must hang its commission 
on top of a local purchase as a service 
charge, the client may actually be pay- 
ing more than if be bought a good 
national-rate package offer." 

Other agency criticisms of local- rate 
buying are in a similar vein. "You go 
back 20 years when yon allow local 
dealers to make decisions on what is a 
good local radio availability." said a 
Young & Rubicam buyer. 

"Unless the local-national rate prob- 
lem is cleared up in a hurry ." warned 
J. Walter Thompson "s Jim Luce, 
"clients and agencies may get so ex- 
asperated with the whole problem that 
they'll recommend putting the money 
into media with more stable rates. 

Illicit .vlcilioii.v *«}/; | low do sta- 
tions feel about the problem? sI'onsoh 
asked a cross-section of broadcasters, 
and found that opinion varied widely. 
Some station managers were in favor 
of the double-rate structure, saying 



they needed it in order to compete w ith 
other local media. Others were in 
lavor of setting up a firm single-rate 
selling that would eliminate any dis- 
putes over who deserves which rate. 

Would the problem really disappear 
if the local rates on radio stations 
were to be abolished? 

Some radio executives say it would. 

Even so, these same admen generally 
add a qualifying remark of some kind 
which shows that there's a good deal 
more to ending the hassles over local 
rates than simply crossing them off the 
rate cards. 

Sample comments from spot radio 
executives and admen; 

"As a general rule — without excep- 
tion almost — 1 believe that stations 
should have a single rate, thus elimi- 
nating a problem which seems to be 
growing whereby national accounts are 
seeking the same treatment accorded 
local advertisers. Of course, there is 
usually an additional sales cost involved 
in national business. I believe stations 
in small markets might be justified in 
having a national rate 15 to 20°f in 
excess of their local rate." (Bob Rey- 
nolds, / './>., KM PC, Hollywood, Calif. I 

"We have always operated on a 
single national-local rate card, as do all 
our competitors in Boston. Obviously, 
this is the simple solution for all con- 
cerned, as it eliminates any question 
of who is entitled to what rate. We be- 
lieve that the one rate is justified for a 
station in a city like Boston, because 
our selling expense is the same for local 
business as it is for national because 
all of our clients are represented by 
advertising agencies." ( Roy V. Whis- 
nand, gen. mgr.. If COP. Boston.) 

"We believe at WITH that there 




"Wilbur! Will you stop dreaming 
about your KRIZ Phoenix 
advertising results!" 
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should be only one rate for local and 
national advertisers. Stations who have 
a different rate tor local and national 
advertisers may he justified in some 
instances peculiar to their localities. 
However, in our coverage pattern, local 
and national advertisers gel the same 
benefits. There's no reason win one 
should pay more than the other. The 
danger of having different local and 
national rates applies to newspapers 
more than radio, particularly where 
there is a wide spread between the two 
rates." (R. C. Embry. V.p., [FIT II, 
Baltimore.) 

That's one side of the story. You'll 
al-o find man) executives who feel 
that the two-rate system is fine. 

A typical reaction of this sort was 
made to SI'OASOH by Custav Brand- 
horg. assistant general manager of 
Tulsa's KVOO. Said Hrandborg: 

**A small station covering an impor- 
tant metropolitan market could well 
justify having one rate. A powerful 
station with blanket coverage of a 
metropolitan market plus extensive 
coverage in the surrounding area where 
the), too, may be the No. 1 listening 
choice, has a justifiable argument for 
two rates." 

Brandborg's sentiments are mirrored 
in a statement from Todd Storz, vet- 
eran broadcaster and president of the 
Mid-Continent Broadcasting Companv 
iKOWH. Omaha, WHB. Kansas City'; 
WT1X, New Orleans). Said Storz: 

"We extend a special rate, slightly 
lower than our national rate, to local 
retail businesses, because we do not 
leel that they can benefit by all our 
audience to the same extent as a na- 
tional advertiser. We do not believe 
that coverage-type stations can afford 
to adopt one rate for national and 
local advertisers, but we think that if 
special saturation package rates are 
being offered locally , the same schedule 
should be available nationally.'" 

l|7io nets what rate? Manv deci- 
sions that station managers must make 
in spot radio — such as whether or not 
a client's advertising copy is in good 
taste — are fairly clear-cut. That's be- 
cause the industry has set up certain 
standards of practice. 

Not so for the onet-out-of-tw o radio 
stations in the country that maintain 
a national and local rate card. When 
a station manager has to decide wheth- 
er or not to accept dealer-placed adver- 
tising at local rate, he's on bis own. 
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H he looks to other levels of tin 
industry - such as reps and clients 
he".- likely to become fairly confused, 
I here are all shades of opinion. 

Some stations absoluteU refuse to 
accept anything that remotely resem- 
bles national business (even regional 
accounts) at any thing less than the 
full national rate. At the same lime, 
some hard-pressed radio stations re- 
quire only that the arrangement be 
"legitimatized"' (i.e., the billing han- 
dled through the sponsor's local retail- 
ers or distributors instead of being 
billed through the station's rep and the 
sponsor's agency of record). What's 
been the result of the generally hazy 
definitions of who is a local advertiser? 

Chiefly, it's meant that a growing 
number of advertisers in the spot ra- 
dio ranks are either chiseling or oper- 
ating legitimately — depending on the 
point of view. 

I.v there an answer? Can the local- 
national rate problem in spot radio be 
straightened out? Different segments 
of the industry propose different solu- 
tions. For example: 

Reps: Radio reps' solutions to the 
problem usually fall into one of two 
basic categories: (ll drop the local 
rate entirely and sell everything at 
what is now the "national" rate, or 
(2 1 stations should get much tougher 
in resisting dealer-placed spot radio 
advertising that smacks of "national"" 
selling, if the station feels it must main- 
tain two rates to be competitive locally. 

Agencies: Kep solutions are gen- 
erally echoed by agencies, but with 
some important differences. If it s to 
be a single rate, timebuyers say, it 
might make a lot more sense to peg 
it at the present local, not national, 
rate. Or, if the station plans to con- 
tinue its dual rate svstein, the national 
rate should be determined by jacking 
up the local rate just enough to cover 
the 15' ( commission to the national 
agency and the 15 r ? to the station rep. 

The nearest thing to a common meet- 
ing ground that can be found readily 
is on the question of defining, once 
and for all. the matter of who gets 
what rate. Vlmost e\erybody would 
like to see the question resolved on 
paper. There's some hopeful signs that 
this may happen in the near future. 
As sponsor went to press, the Kate 
Committee of the Station Representa- 
tives Association was working on just 
such a definition. * * * 



BEST 
DOGGONE 
SPY STORIES 
SINCE 
MATA HARI 

And CESAR ROMERO stars in them 
as Steve McQuinn, globe-trotting 
diplomatic courier. The people you 
want to reach will follow Romero . . . 

into a strange adventure which 
starts in a Budapest prison . . . 

on the trail of a missing scientist in 
Tangier . . . 

through a near uprising in 
Casablanca . . . 

on a rescue mission in Ankara . . . 

as he risks his life for a lady in 
Madrid . . . 

even to the inner chambers of the 
fabulous Scotland Yard. 

What a show! What a star! What a 
sure-fire selling vehicle! Better 
reserve your market . . . now! 

CESAR ROMERO , starring in . . . 
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WFBC-TV 

100KW POWER 
2204 FT. ANTENNA 

"Giant of 
Southern 





. . . boasting more people and larger 
income within 100 miles radius than 
Atlanta, Jacksonville, Miami, or New 
Orleans, WFBC-TV is truly the "Giant 
of Southern Skies", and a powerful 
new advertising medium in the South- 
east. 

HERE'S THE WFBC-TV 
MARKET 

(Within 100 miles radius) 
Population 2,924,625 People 
Income $3,174,536,000 
Sales $2,112,629,000 
Television Homes 315,717* 

Market Data from Sales Management 
*From A. C. Nielsen Co. Survey as of 
Nov. 1, 1953, plus RETMA set shipments 
in the 100 mv. contour to November 26, 
1951. 

Write now for Market Data Brochure 
and Rate Card. Ask us or our Repre- 
sentatives for information and assist- 
ance. 
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Channel 4 

WFBC-TV 

Greenville, S. C. 




NBC NETWORK 
Represented Nationally by 
WEED TELEVISION CORP. 






IViffidin #2. ICo/> iii.voii. hoard chairman of 
Robinson-llannagan Associates and a director of 
RCA and XBC as well as the New York Herald 
Trilutne, is the newly elected president of the Coca- 
Cola Co.. Atlanta. Robinson is resigning from 
Robinson-llanagan, but the public relations firm will 
continue to serre Coca-Cola. II. R. S'icholson. teas 
elected chairman of the board of R-H to succeed 
Robinson. Robinson joined the Herald Tribune in 
1936 as advertising director, became business 
manager in 1915, executive r,p. m 1 9 18. 



T/iomio.v A. ,tf«vlrtf|#, V.p. of television net- 
work programs for XRC TV, has been promoted to 
p./>. in charge of MIC TV. He'll report to Robert W . 
Sam off, executive p.p. Four other XRC promotions 
were: Richard A. R. Pinkham, v.p. in charge of 
network programs: Earl Rettig. v.p. in charge of ti 
network services: Mort Werner, director of partici- 
pating programs; William V. Sargent, director of 
tv network business affairs. McAvity first joined 
XliC as a producer in 1929. left in '32 to join 
Lord & Thomas, rejoined XRC in 1951. 



It. II. (Itoy) ICof f iffxoil, general manager of 
the Crusade for Spot Radio, lias been appointed 
Eastern sales manager for Quality Radio Group. 
Before joining Crusade, Rollinson was an account 
executive with John A. Cairns I ]>redecessor agency to 
Anderson. & Cairns) and for nine \ears teas 
associated with the Metropolitan Group, lie's also 
been active in motion picture production for 
television. William li. Ryan, executive v.p. of QRG. 
said the appointment of Rollinson marks the start of 
a strong sales and program development organization. 



M illioui IS molts Smith, formerly director of 
advertising, has been elected I'ice president in charge 
of advertising lor Thomas J. Lipton Inc. He's been 
with Lipton since 1916, following three years with 
the Armed Forces. Before the war he teas assistant 
to the president of Kenyan iv Eckhardt and market 
research director and account executive with 11. W. 
Kastor X' Sons agency, lie's on the hoard of directors 
for ASA, was chairman of 1952 ASA convention, is 
past chairman of A\A radio and television steering 
committee. 
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UNANIMOUS CHOICE IN NEW YORK! 




1 



A 



Every single one of New York's Top Ten local television programs 
are on WRCA-TV, according to January Telepulse. 

And, as for network shows, NBC's exciting programming has paid 
off with an average of twice as many shows in the Top Ten as the 
second network, according to the National Nielsen ratings, since 
the Fall season began in September. 

WRCA-TV's undisputed local leadership plus NBC's domination of 
network programming makes WRCA-TV the number one choice 
in America's number one market. 

Add to this the most sensational discount plan in New York 
television — the 14/50 Plan, which provides discounts up to 50 r {. 
Jay Heitin has all the details. Call him at Circle 7-8300 in New 
York. Or see your NBC Spot Salesman. 



W R C A -TV channel 4 




represented by NBC Spot Sales 

Xcw York Chicago Dr'roit Cleveland Washington 
San Fmnrisco l^os Aiiyele* Charlotte* Atlanta* Dalian* 

'lionitir Lou ranee Associates 
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have you met 
the real 



Yes, despite the homespun 
lyrics of the popular 
song, this fashionable 
chick is none other than 
Sioux City Sue. She and 
her family live in or 
around a progressive 
midwestern city along 
with 164,200 other families. 
She shops in modern 
stores — insists on the 
latest fashions — has a 
nice home and just won't 
do with bchind-thc-times 
appliances. 

Sue spends her husband's 
above average income 
tastefully, to the tune of 
$608 million a year in 
retail stores. As a matter 
of fact she helps rank 
her trading area 38th 
in sales per capita for 
the nation. 

She owns a television set, 
and is very loyal to one 
station. Witness — a recent 
Telepulse which gave 
KVTV a 77% share of 
audience, 6 p.m. to mid- 
night, plus the top 23 
shows. It's a station that 
has a lot to do with Sue's 
preferences in products. 

An increasing number of 
national advertisers are 
asking her phone number. 
And a Katz man has it. 



CBS, ABC, DuMont 




Sioux City, Iowa • Serving Iowa's 2nd largest market 

A Cowles Stotion. Under some monogemcnt as WNAX-570, 
Yankton, South Dakota — in the land where radio reigns. 
Don D. Sullivan, Advertising Director. 



ADVERTISERS' INDEX 



ABC Film, 117. 119. 121 

Associated Press .76, 57 

Bonded Film 100 

Boy Scouts ... 11S 

Broadcast -Music S6 

Crosley, Cincinnati 30, .71 

CBS Iladio ,74. .7.7 

CFOF, .Montreal 22 

CFRB, Toronto Sr, 

CKLW, Detroit 102 

Free & Peters 62. (53 

MBS 26. 27 

Mid-Continent. Omalia 61 

XBC TV 70. 71 

Negro Badio South 91 

UCA Equip 46, 47 

Sholton Hotel lis 

Stars S.7 

Steinman 3 

KATV, Little Book 1« 

KB1G, Hollywood 14 

KCEN-TV, Temple. Texas ^7 

KCMC-TV. Texarkana 101 

KDKA, Pittsburgh 21, 21 

KEYD, Minneapolis 9 1 

KFAB. Omaha 91 

KGNC, Amarillo 113 

KGUL-TV, Galvceston 2s 

KC.VO, Missoula. Mont 1(10 

KLZ (TV). Denver 9, 110 

KMAC, San Antonio 112 

KMBC, Kansas City, Mo. B<' 

KOLN-TV, Lincoln, Xebr. 79 

KP1IO, Phoenix .. 7,s 

KRBC-TV, Abilene 117 
Klil'/j, Phoenix 104. 120 

KRON-TV, San Francisco 9.7 

KSBW-TV, Salinas, Cal. 24 

KSDO, San Diego . 6 

KSTP-TV. Minneapolis 12.7 

KT1IS, Little Bock .7 

KTHK-TV, Houston 126 

KTVH, Hutchinson 74 

KVOO, Tulsa 111 

KVTV, Sioux City 124 

KYA, San Francisco S 

WARC-TV, New York 12, 13 

WAK11, Baton Rouge, La. 60 

WAVE-TV, Louisville, Kv H3 

WBAP-TV, Fort Worth 99 

WBAV, Green Bav. Wis. 11.7 

WBEN-TV, Buffalo 96 

WBNS, Columbus 41' 

WBNS-TV, Columbus .73 

WBRE-TY. Wilkes-Barre 73 

WCBS-^ , New York SO. SI 

WC11S-TY, Charleston, \V. Va. SU 

WCOV-TV, Montgomery. Ala. 94 

WCSH-TV, Portland. Me. 7.7 

WCUE, Akron S.7 

WDBJ, Roanoke. Va. S6 

WFBC-TV. Greenville. S. C. . 122 

WFBM, Indianapolis, Ind. 77 

WON, Chicago 10S 

WGR, Buffalo . . ... «S 

WIIBF, Rock Island, 111. 9S 

WIIDH, Boston 107 

WllLi, Hempstead. L. I. lis 

WIILM, Bloomslmrg. Pa. 103 

WHO, Des Moines 19 

W1BW-TV, Topeka 76 

WINS, New York S 

WITH, Baltimore FC 

WJBK, Detroit 23 

W.TI'S. Evansville .s.7 

WKKC-TV. Cincinnati 69 

WKY-TV, Oklahoma City 7 

WLBC-TV, Muncie UN 

WMBD. Peoria 110 

WMBG, Richmond 1FC 

WMCT, Memphis 6.7 

WMT, Cedar Rapids .7s 

WNEB, Worcester S2 

YVNHC-TV, New Haven .79 

WOI-TV, Ames. Iowa 11 

WOOD, Grand Rapids I BC 

WRCA-TV. New York 123 

WREX, Rockford 90 

WSAM, Saginaw 13 

WSAZ-TV, Huntington 67 

WSJS-TV, Winston-Salem 9S 

WSOK, NashvilU- 106 

WSPD, Toledo 92 

WSYR, Syracuse 10.7 

WTH1-TV. Terrc Haute 10<» 

WTVJ, Miami 2.7 

WVKT. Rochester 111 

WW.I Detroit HI 9 

I WXEL, Cleveland 16 
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Being FIRST is a habit 



KSTP-TV is the North w e»t*s //V.sf television sta- 
tion, first A\itli maximum pow er, first with color 
T\ - ami first in audience. 

In average weekday program ratings*. KSTI'-TV 
leads all Miimeapolis-St. l'aul TV stations from 
7:00 AM to 10:15 I'M week-iii. week-out. 
KSTI'-T\ gives v ou greater coverage of the 
nation's 7th largest retail trading area than any 
other station . . . a market which commands 



FOLK BILLION DOLLARS in spendahle in- 
come. 

KSTI'-TV has earned a listener lovaltv through 
superior entertainment, top talent, service and 
showmanship that means sales for von. That's 
whv it is first in ratings. That's why it's vour 
best Inty. 

* Combination TeU'futlse. Afiltt weekly average, 
Aorember, 195 L 



KSTP-TV 



100,000 WATTS 
CHANNEL 



MINNEAPOLIS-ST.PAUL Basic NBC Affiliate 

s Tfas /l/wMw&rt'^ Leading 9ta£$tC 

EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVES 
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Dixieland takes the beat from the leader: Houston, 
with its million people . . . long gone and still going. 

And the hottest spots in Houston are the few left open 
on KTRK-TV. Programming's in the key of ABC, with 
KTRK-TV's local variations. It must he good, because it 
packs 'em in . . . audience and advertisers. 

Get the pitch direct from us or from BLAIR-TV, 




KTRK-TV, CHANNEL 13, THE CHRONICLE STATION, ft 0, BOX 12 HOUSTON 1, TEXAS 



Houston Consolidated Television (Jo, 
General Mgr Wlllard I Wal&ridge Commercial Mgr Bill Bennett. 
National Representatives BLAIR TV, 150 E 43rd St., New York 17, N. Y. 

Basic ABC. 




llEPOHT TO SI'ONSOKS for 21 Fcliruurv 1 JK>3 
(font Utneil from |in;/i' 2) 



Du Mont camera 
may stir unions 



WACH-AM-TV 
sold at single rate 



Radio set output 
still exceeds tv 



PIB indicates 
CBS leads NBC 



Sheaffer uses tv; 
sales up 17,2% 



I 
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Du Mont's "revolutionary" combination film-television camera (which 
would feed live show to station or network while filming program at 
same time) may actually be perfected — but held back by Du Mont because 
of union dispute device could create. If film-tv camera is all in one 
box, something like present tv cameras, big question would be: Who'll 
operate it — tv cameraman or cinematographer? It's conceivable 2 
unions would demand that one of its members be on hand. Combination 
film-live camera, industry observers believe, may be one device Du 
Mont intends to use in cutting costs. It could open door to Du Mont 
entry into "film tv network" business, 

-SR- 

One-way of operating low-cost uhf station: Simply televis e regular 
radio progra ms. That's what WACH-TV, Newport News-Norfolk, is doing 
— it focuses tv camera on disk jockey in late-afternoon radio show 
until radio station goes off air (it's on daytime only). Then tv op- 
eration shifts to film. Combination am-tv operation is sold at one 
rate, like many am-fm station combinations. Total WACH-AM-TV staff: 
12 persons. 

-SR- 

More than 7.3 million tv sets were produced during 1954, reports 
RETMA, compared with over 10.4 million radios. Tv set production 
was somewhat higher and radio set production somewhat lower than dur- 
ing 1953 (accounted for partly by reduction in orders for automobile 
radios). RETMA says more than 1.3 million uhf-equipped sets were 
produced. Only 21,500 color tv sets were built. During year 188,685 
radio sets with fm tuners were built; 19,316 tv sets had tv tuners 
built-in. 

-SR- 

PIB figures for 1954 (only a guide, since they are based on networks' 
w.ne-time rates) indicate CBS Radio and CBS TV each lead NBC Radio and 
NBC TV by about $20 million. Here's PJ2 breakdown : 



N etwork Radio: 1954 
ABC 
CBS 

Du Mont 
Ritual 
NBC 



1953 



$ 29,051,784 
54,229,997 

20,345,032 
34,014,356 



TOTALS $137,6^1,169 



$ 29,826,123 
62,381- C07 

23,176,137 
45, 151,077 

$160,534,544 



Tv : 1954 

$ 34,713,098 
146,222,660 
13, 143,919 

126,074,59? 
$320, 154,274 



1953 



21, 110,680 
97,466,800 
12,374,360 



96,633,807 
$227,585,PGo 
Sheaf ler Pen Co 



Biggest network tv user among fountain pens — W. A. 
reported sales up 17.2% for first 9 months 1954 compared to '53. 
Sales were $21,580,508, with net profit of $2,218,581 o- $2.68 per 
share; '53 profit was $1,516,841 or $.85 per share. Sheaffer now uses 
shows on 3 networks: It's one of 3 Jackie Gleason co-sponsors on 
CBS TV, has participations in NBC TV's " Today-Home-Tonigh\. " trio, 
sponsors John Daly's ABC TV "Who Said That?" Spot is also olanned 
in number of areas. Agency: Russell M. Seeds, Chicago. (On 26 March 
Sheaffer will drop Gleason, who will be sponsored next season t,y 
Buick. Company is looking for another show.) 
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Newspapers vs. tv 

Molonei. Began & Sehmitt, pioini- 
nent newspaper reps, ran another in 
their series of newspaper ads recently 
explaining win newspaper advertising 
is "better" than tv advertising. 

The copy made two simple points — 
a little too simple, in our opinion. The 
first point was that since the "primary 
role of newspapers is to inform. ' the 
advertiser's product '"is the star . . . 
and the reader welcomes advertising.'' 
On the other hand, since the "prhnarv 
role of tv is to entertain," the actor 
"is the star . . . and the viewer does not 
want advertising interrupting his en- 
tertainment. ' 

There are so many answers to this 
argument, it's hard to know where to 
begin. We'll just wrap it up bj saying 
that advertisers are not spending hun- 
dreds of millions of dollars in tv (and 
increasing their tv advertising invest- 
ment by leaps and bounds I without 



proof of success in selling goods. 

The second point is this: "Through 
newspapers vou can tiil the entire mar- 
ket HARD (uppercase by MR&S) be- 
cause (italics by MR&S) the 46,500.- 
000 families of America buy 54.000.- 
000 newspapers every day for which 
the\ pay over $3,500,000 . . ." But 
with tv you can onh reach a fraction 
of the market because "onh 30.000.- 
000 of the 46,500,000 I . '$. homes 
have television sets." 

For the sake of argument, we won't 
quarrel with these figures. We won't 
even take the trouble to point that the 
newspaper circulation figure represents 
duplicated h onifs while the tv figure 
tit Wall) 33.800,000) is unduplieated 
homes. All we have to say is that we 
can I for the life of us see what differ- 
ence it makes to tv's selling ability to 
say that e\ery home doesn't have a set. 
We would like to offer our .sympathies 
to non-tv homes plus our assurances 
to Messrs. Moloney. Regan & Sehmitt 
that the non-t\ home figure is rapidly 
shrinking. 

# * # 
I can get it for you local 

Some radio stations have both na- 
tional and local rate cards. Some have 
only a national rate. This is the pat- 
tern in which the business has grown 
and individual broadcasters will give 
you strong reasons for each approach. 
But what has become particularly con- 
tused is the question of who's entitled 
to the local rate (see article page 138k 

In some instances national adver- 
tisers are claiming the right to buy 
time at local rates on grounds which 
sound as if they'd been worked out by 



a tax law\er. 

Irrespective of the merits of having 
two rates, firmer definitions of who 
can and who cannot claim local rate 
privilege* are needed. There's a 
tendency in any confused rate situation 
for the advertiser to spend more time 
trxing to cut the corners on rates than 
on the vei \ aspects of advertising plan- 
ning which create sales: cop\ planning, 
buying strategy. It'> lime for the nseiv 
of radio to get creative. And it's time 
for the industry to help by establishing 
more uniform standards for accepting 
local business. 

* * * 

Chunky commercials 

I he way Skippy does them, tv com- 
mercials are as easy to take a> that 
delicious chunky peanut butter they 
advertise. 

Skippy s integrated and off-heat com- 
mercials on ABC T\ s You Ask jor 
It had a roomful of sophisticates who 
dote on knocking tv commercials ooh- 
in^: and aaliing the other Suildaj. One 
of them even said she'd have to watch 
tv more if she could count on that 
sort of thing. 

No. we don't know anyone at Guild. 
Baseom & Bonfigli, the agencv respon- 
sible for the aeeount. But we noted 
not long ago that this same agencv 
attracted $2,000,000 in Ralston Purina 
hillings all the wax from St. Louis to 
San Francisco. And that's a strong 
magnetic pull. 

So there must be something to doing 
it better than the other fellow. Now. 
what do those Ralston commercials 
look like? 



Applause 



Flying Irishman 

\ station manager we know said, 
"Kevin Sweenex gets around. I at- 
tended his Radio Advertising Bureau 
clinic in Miami. The next day I hap- 
pened to be in Tampa and he was gix- 
ing another. \nd the following day a 
friend phonos to sax 'Vou ought to 
come to Jacksonville and hear Sweenex . 
c s great. 

Fix e-a- week Sweeney, president of 
K\B, is the modern fixing Irishman. 
\s we write this he is completing a 
week s stint of radio sales clinics in 
Seattle. Portland. San Francisco, bos 



\ngeles and San Diego. And in be- 
tween the 102 sales clinics he and his 
lieutenants I Dave Kimble. Arch Mad- 
sen, and Norman Nelson) are holding 
in assorted areas of the country are 
sandwiched about 400 indixidual pre- 
sentations to selected advertisers in 104 
cities. The radio sales clinics are 
shirtsleeve 9 to 5 sessions with the sales 
stalls of member stations; the presenta- 
tions are tailored to specific radio 
prospects and advertisers selected In 
these member stations. 

All this augurs well for radio. The 
RAB is pepping up the stations. And 
such national and local clients as big 



food chains and department stores afr 
asking for more. 

On the national front Kex Sweenex V 
organization has tripled its produc- 
tion of slide presentations for adver- 
tisers in specific industries, and it has 
doubled the number of men now de- 
livering these presentations. 

Adxertising agencies are climbing 
back on the radio bandwagon, we find. 
But dealer resistance often is the big 
obstacle to an advertiser's return or 
initiation into radio advertising. Work- 
ing on both the local and national 
levels the 1!AB is doing much to break 
down this resistance. 
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Thirty-fourth winner of 

The Robert J. Collier Trophy and 

Chairman of the Board, Lear, Inc., says: 

"Crand Rapids will always be the main 
production center (or Lear. }\'c located 
here in the first, place because of the people 
— honest, down-to-earth Americans 
who make Crand Rapids one of the 
finest cities in the world. Our experience, 
since we came here in 1941, has been 
excellent." 




GRAND RAPIDS 

CITY . LIMIT 
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WOODIand-TV is big territory ! 



Big territory, certainly — but what counts 
most is the people. Industrialist-inventor Bill 
Lear has demonstrated his faith in these peo- 
ple — and in the future of the area as a 
whole. A new $3,000,000 Lear factory is 
soon to be built in Grand Rapids, And Lear, 
Inc. — manufacturers of precision aeronaut- 
ical accessories, electro-mechanical systems, 
radio communications products and the 
famous F-5 Automatic Pilot — last year 
increased production of almost every line. 



You'll find ample evidence of business ex- 
pansion, throughout the entire WOODland 
area. WOOD-TV's increased facilities are the 
natural result of this healthy growth. First 
station in the country to deliver 316,000 watts 
from a tower 1000' above average terrain . . . 
WOOD-TV provides top coverage of the 
entire Western Michigan market. For top 
results ... in Grand Rapids. Muskegon, 
Battle Creek, Lansing and Kalamazoo . . . 
schedule WOOD-TV, Grand Rapids' only 
television station. 



WOOD-TV 




GRAND RAPIDS, MICHIGAN 

GRANDWOOD BROADCASTING COMPANY • NBC. BASIC: ABC. CBS . Du MONT, SUPPLEM ENT AR Y • ASSOCIATED WITH WFBM-AM AND 
"W, INDIANAPOLIS. IND. • WFDF. FLINT. MICH.. WEOA. EVANSVILLE. IND. • WOOD-AM. WOOD-TV. REPRESENTED BY KATZ AGENCY 
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Kansas City's > 
Most Powerful 1 

TV Station 

Primary C65-TV Bfcisic A-ffflibte 



Coverage-conscious advertisers get 
more than their money's worth when they 
swing their schedules to KMBC-TV. Channel 9 
booms out its signal from a 1,079-foot tower 
(above average terrain) and a 316,000-watt color- 
equipped RCA transmitter. 

Out-state reception reports show KMBC-TV delivers 
many markets never before adequately served by 
a Kansas City station. Mexico, Mo., 155 miles E, 
reports: "Picking up Channel 9 very clearly. Never 
able to get KC before." Marceline, Mo., 140 miles 
NE, says: "The brightest, best picture we receive." 
Burlington, Kansas, 100 miles SW, reports: "Channel 
9 comes in fine." Mount Vernon, Mo., 140 miles S, 
reports: "Channel 9 reception particularly good" 
Topeka, Kansas, 62 miles W, writes: "Reception excellent 
- better than local station." St. Joseph, Mo., 57 miles N, 
says: "Reception perfect." F.ldon, Iowa, 180 miles N, 
reports: "Regular and satisfactory reception." 

These are just a few of the voluntary reports from viewers 
which show how KMBC-TV (now owned and operated 
by the Cook Paint & Varnish Company) has completely 
changed the television picture in the Heart of America. 
For details, see your Free & Peters Colonel. 



KMBC-TV 



Kansas City's Most Powerful TV Station 
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